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rdware Age 


Founded 1855 
Even when blindfolded 


it is casy to distinguish 
a Star Blade ~ 


2 HE features of a Star Blade are recognized 

by the ease of cutting and the set of the 
teeth, producing true, straight-edged work, 
without any side pulling. 





Mechanics today have a decided preference 
for Star Blades and dealers handle these blades 
because they produce a larger Hack Saw 
business during the year, resulting in greater 
profits. 
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STAR HACK SAWS 


CLEMSON BROS., Inc., Middletown, New York 
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THE YEAR OF WONDERS 1847 
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4\< In 1847 —The Suez Canal 
was being projected. In 
§ 1847 — The art of hermet- 
5 ically sealing vagenentas fs in 
» cans was dis- } 
covered, and the same year, = 
Allan Taylor invented the 
stamp can. In 1847—Cali- 
fornia was brought intothe \\- 
United States. In 1847— § Be 
= Dr. Samuel G. Howe, of 

S Massachusetts, headed a 
commission to investigate 
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ISTORY has a quaint 
H way of throwing confetti 
at the years when Major Gen. 
So-and-So had the fortune to 
win a battle . . . the years that 
count are not the tinseled dates 
of politics and battle, but the 
simpler years when men were 
born, inventions and events 
occurred, that make our daily 
life as rich and pleasant as 
. Those are the 
milestones to remember. . . 
And what a year 1847 was! 


brought, the year follow- 
ing, the foundation of the 
first school for the feeble- 
minded. In 1847— Hoe pat- 
ented the cylinder print- 
ing press. In 1847 - William 
Kelly, an American, is said to have 
discovered the so-called Bessemer Steel 
process. 
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And ever since that year of years 


1847 ROGERS BROS. Silverplate has been 


on the tables of America’s first families 


. . . and high in the esteem of 


America’s foremost merchants! 


And what wonder! For eighty years, the 
superlative quality of this celebrated silver- 
ware has brought, year after year, a new and 


ever-deepening good will. 


And year by year, this ever-growing good 


will in the housewives’ minds has been 
translated into eversgrowing sales in the 


merchants’ stores. 


Generous margins a fast turnover 

certainty of satisfaction to the pur- 
chaser . . . and an 8o-year record of profit 
to the merchant have made 1847 RoGers 
Bros. a more attractive line to feature and 


display. 


1547 ROGERS BROS 






INTERNATIONAL 





SILVER 








CO. 





SEELVEARA PLA TE rf 


GENERAL OFFICES: MERIDEN, CONN....SALESROOMS: NEW YORK, CHICAGO, SAN FRANCISCO 


CANADA INTERNATIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONTARIO 





HARDWARE AGE, = weekly by the IRON AGE PUBLISHING CO., 
class matter May 29, 


25¢c. each. Vol. 


at 239 West 39th Street, New York, N. 8. A. Entered as second 
913, at the Post Office at New York, under the Ket of March 3,.1879. (Printed in U. S. Gs $5. 00 per year. Single copies 


121, No. 8. 
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2 Saves painting time 











This new | 
soft paste white lead =< 


comes already 


Now painting any surface with pure white lead is easier and quicker. 
Eagle Soft Paste pure white lead comes broken-up, ready to be thinned 
on the job to painting consistency. 

It is Old Dutch Process white lead with more pure linseed oil ground 
in—15% instead of 8%, as in our regular grinding. And sold in the same 
quantities as the regular grinding. Send for the Soft Paste mixing formulae. 
The Eagle-Picher Lead Company, 134 North La Salle Street, Chicago. 


EAGLE Soft Paste PURE WHITE LEAD 
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_A Friendly Act 
Sell Fire Protection For{]25 
ae ‘And Profit By It 
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UNION 
I | All-Purpose 
ae lp BASKETS 


| (In Three Sizes) 

































































re isd Years IRE Hazard is greatest during the windy 
rance Spring clean-up months of March, April 
Insu 
Fire 2 and May. Your customers will appreciate 
~for $ i= the satisfaction of a safe bonfire. 


Union All-Purpose Baskets are convenient 
containers and conveyors for waste paper, 
leaves and rubbish. No second handling; the 
rubbish basket from the back porch base- 
ment and garage may be easily carried out 

f full of rubbish, burnt and returned empty, 
without danger to property and without a 
hauling charge. 


Thousands of Hardware Stores are selling 
them at a satisfactory profit. Your trade will 
prefer the Union All-Purpose Basket made in 
three most practical sizes, with either Green 
Enamel or Galvanized Finish. 

WS 1 All Purpose Basket 18% ht. 16% dia. 

WS 2 All Purpose Basket 24 ht. 18 dia. 

WS 3 All Purpose Basket 28 ht. 20 dia. 
Made of heavy steel wire, electric welded at 
every joint, convenient pated top, strong, 
durable and low priced. 


Refer to catalogue 427 and write for new 
prices. 


Put a Union All-Purpose Basket in front 
of your store with a sign like this—It 
will be the best salesman you ever had 
—And you don’t have to pay him 


UNION STEEL PRODUCTS CO. 
Albion Michigan 
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HOW TO MEET THE DEMAND 
FOR A LIGHTER TROWEL 


No longer does the plasterer work with a heavy 


mixture of lime, hair and sand. 


Today’s patent plaster is simply mixed and put 
on. It is light—easy to handle, so the plasterer is 


discarding his heavy-gauge trowel. 
They want less weight. 


work done. 


ishing Trowels. 
light, yet tough and strong. 


be made for “breaking down.” 

It is ground thinner at the 
edge, giving greater flex- 
ibility. 

Blade and handles 
are perfectly as- 
sembled. 

To get plasterers’ 
trade today, offer these 
new Disston Trowels. 


They want flexibility 
to enable that “paint brush” sweep which gets 
And they want wearing qualities. 

All of these features Disston offers in the 
Disston No. 28 and 38 Thin-blade Flexible Fin- 
The Disston Steel blade is 
It is made 
flat and stays flat. No allowance need 


Disston No. 23 
Thin-blade 
Flexible 
Finishing 
Trowel 





YOU SELL “SERVICE” 


WITH THIS NEW SAW FILE 


Not an ordinary file—this Disston 
Special Extra-slim Blunt Saw File. 
But a file designed especially to aid 
the unskilled man to do a better job 
of saw filing. 

Four points of superiority: 

1. A special cut with plenty of 
bite; yet it cuts smoothly 
and lasts for a long time. 

2. Extra-slim so that the user 
can see just where and how 
the file is cutting at all times. 

3. Blunt so that, even if un- 
skilled, he can file with a 
level, uniform stroke; there 
is no taper and the file “finds 
its bearing” against the 
tooth more quickly. Less ef- 
fort required to use. 

4. Made of Disston Steel — 
hard, tough and strong. It 
will outlast two ordinary 
files. 

Here is an opportunity for real 
file profits, and for rendering a real 
service to saw users. 

Ask your jobber. 











Even the unskilled man can sharpen : 
his saw accurately with the Disston 
Special Extra-slim Blunt Saw File. 





FOR SPRING SALES! 


A new line of quality Hand Prun- 
ers at a price that will move them 
quickly. 

No wide variety to carry in stock. 
Just the three patterns that are pop- 
ular and sell quickly. 


Blade and Hook of Disston Steel. 
Light handles of pressed steel, 
knurled to prevent slipping. Blades 
and handles securely assembled with 
two nut rivets and center bolt. 
Lively volute spring. 


A quality Pruner at a price that 
will appeal to amateur and profes- 


sional with the Disston 
name to help it sell. Ask your 
jobber. 





Disston No. 105—Vineyard Pattern (Nickel Plated) 
No. 205—Same as No. 105 except Black Finish 





Disston No. 104—California Pattern 
(Nickel Plated) 
No. 204—Same as No. 104 except Black Finish 





Disston No. 103—Clinch Pattern 
No. 203—Same as No. 103 except Black Finish 
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PROFITS FOR YOU IN 


THIS NEW MARKET 


Today there is a saw designed to 
fit the needs of today’s sawing. 


A modern saw designed 


by Disston to make easier the saw 
user’s job. 

A narrower saw—a lighter saw— 
saving muscle on every stroke. 

Just what the carpenter needs, for 
he no longer has much heavy saw- 
ing to do. 


SEE THE DIFFERENCE! 
Shaded portion of blade shows differ- 
ence between regular Disston D-8 and 
Lightweight D-8. 


Disston Lightweight Saws! They 
are increasing sales for every dealer 
who displays them. Your customer 
is sold the moment he grips the 
handle. Ask your jobber. 


The World comes to Disston 
Get your Disston at 


Your name goes here 
Rae 


Get this Free Slide 


Mail the coupon and we will for- 
ward prepaid this brilliantly colored 
lantern slide featuring Disston Saws. 
It is one of the most attractive 
slides we have ever produced, and 
will attract attention for your store. 


Your name will be prominently 
featured in the space shown in the 
picture above. 


Send for it today. 


{ Dept. 1, Phila. U.S. A. 
' Send me without cost, the new 
‘ lantern slide featuring Disston Saws. 


Street and No........ 


‘ City and State 


Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,”” PHILADELPHIA, U. S. A. 
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LIONEL 











LL that the name implies,—a locomotive that the boy can build and take 
down in a jiffy. And more! —a locomotive that contains the famous, pow- 
erful Lionel Super-Motor. A locomotive that in Beauty, Durability and Flaw- 
less Operation expresses LIONEL QUALITY through and through! 
Made in various sizes for both “Lionel Standard” and “O” Gauge Track. 
The powerful motor can be used separately for a dozen special purposes, for 
which extra attachments are supplied with the outfit. The Lionel Bild-a-Loco 
is just what every boy wants,—an endless source of entertainment and prac- 
tical knowledge. 


“STANDARD OF THE WORLD SINCE 1900” 


IONEL BLELECIRIC TRAIN 
MODEL JRICP RAIN 
ACCESSORIES 
“MULTIVOLT” TRANSFORMERS 
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LIONEL 


LIONEL’S 
Supreme 





Achievement 


Conceived in 1919~—Perfected in 1928 


T the right is a small reproduction of one of the first 
A. announcements of the Lionel Bild-a-Loco, which 
appeared in the year 1919, in the February, April and 
May issues of “Playthings”. At that time Lionel manu- 
facturing facilities were so overtaxed by the rapid 
growth in sales of other numbers, that “Bild-a-Loco” 
had to be temporarily set aside. However, the idea was 
continuously developed and improved by Lionel en- 
gineers, until now in 1928 Lionel presents the perfected 
result of what was originated first by Lionel in 1919. 


Visit America’s Most Unique Showroom 
Lionel’s permanent Toy Fair is a spacious and authentic 
Railroad Terminal. Here is displayed the great 1928 
Lionel Line, with many new numbers, improvements 
and refinements. Here are countless merchandising sug- 
gestions of interest to every Toy Buyer. 


THE LIONEL CORPORATION, 


“STANDARD OF THE WORLD SINCE 1900” 


By ECrRIC TRAIT 


MODEL TRC TR A 
ACCESSORIES 





ren 


Bild.a-Loco, 





15-17-19 EAST 26th ST., 
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PLAYTHINGS 


SOMETHING ENTIRELY NEW 
COMPLETE PARTS TO BUILD 


A FAMOUS “LIONEL” ELECTRIC LOCOMOTIVE 
-@ A THREE SPEED POWER MOTOR 





os, with manual; 


plete in attractive he 
all parts numbered. 
Will be featured in Fall advertising campaign 


Packed cow 


The Lionel Corporation, 48-52 East 21st Street, New York City 








NEW YORK, N. 





- YIONEL 


“MULTIVOLT” TRANSFORMERS 








Y. 
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Customer 


SATISFACTION 


IS PROFITABLE jf BUSINESS 


Sell 
SAMSON 


SASH 


TRADE MARK 


| 











SPOT 


CORD 


REG. U. S. PAT. OFF. 


“There’s a sash cord that 

will save you money—” 
and show them Samson 
Spot. 


And it is a profitable 
cord to sell, too. 


“There is a Difference 


It will, because in Sash Cord.” 


1. It is free from bad 
places and has no 
waste. 


2. It is fully stretched, 
and doesn’t drop the 
weights after being in- 
stalled. 


3. Last—but not least— 
it is the most durable 
material for hanging 
windows. 


Phoenix Sash Cord is solid braided 
cotton, uniformly well made, and 
free from adulterants. Best value 
for the price, which is moderate. 


House buyers are get- 
ting particular. They look 
to the Builder to make 
good for anything that 
goes bad during the first 
year. More and more 
builders are using Samson 
Spot solid braided cotton CATALOG for you: contains full informa- 
sash cord & n the first place & tion on complete line of solid braided cotton 
—and Saving money. 4\ , cords and twines. Sent only on request. 


SAMSON CORDAGE WORKS 


88 BROAD STREET BosToNn, MaAss. 


TRADE 





MARK 
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Get Ready Now--- 


for the Big Selling Season 
---Just Ahead! 


E big buying months in the billion-dollar 
ted industry are just around the corner. 
oultrymen everywhere are getting ready 
for the coming season. They have the “buying 
mind,” these poultry raisers. They’re in the mar- 
ket for Poultry Fence—and for the score or more 
other poultry necessities sold by you and your fel- 
low dealers. ‘ 


Today in your trade territory there are scores 
of potential buyers figuring their — netting 
requirements. Tomorrow they will buy. 

And, U. S. Poultry Fence, this season, as in the 
past, will be first choice with poultry raisers every- 
where. Here, for the first time, is a netting buyers 
ask for by name. They know by experience that 
it is the only netting which fulfills every require- 
ment of modern poultry raising. 

They know it is the only netting which 
stretches straight and true from post to post under 
even tension. 


The quickest and surest way to convince yourself 
of the superiorities of U. S. Poultry Fence, is by act- 
ual comparison! Send today for a miniature sample 
roll! See for yourself why U. S. Poultry Fence is set- 
ting new records for sales and profits wherever poul- 
try netting is used! Fill in the coupon at the right 
or just pin it to your letter-head and mail! 







They know it is the only netting which can 
be taken down and put up again and again with- 
out bagging or sagging. 


They know it costs less “put up” and gives 
longer years of satisfactory service. They have 
come to demand it; nothing else will do. 


Now is the time to prepare for this profitable 
business. Let us urge that you check your stock 
of U. S. Poultry Fence! See that you have ample 
supply to meet the demand! Then make a drive 
for the poultry netting business in your territory! 
Timely advertising, window displays and aggres- 
sive merchandising will bring new customers into 
your store and put money in your cash register. 


If you are one-of the remaining few who are 
not already “cashing in” on the demand for U. S. 
Poultry Fence, now is the time to start. Be sure 
to specify U. S. Poultry Fence--not just “poultry 
netting.” It costs no more. 


Indiana Steel & Wire Company, Muncie, Indiana 





PUCOUOCCUCECUCUCCOCUCULCOC CUCU LULUCUCUCLOCUCCUOUECOCUOULCUCCOCUCOUOLOCUOEOCUOLOCULLELLELL LLL 
INDIANA STEEL & WIRE CO., 
Dept. HA MUNCIE, INDIANA. 


Send Free Sample Roll of U. S. Poultry Fence and name 
of nearest Jobber. 
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NEW! 


Anewautomatictwin 
Flasher Light of un- 
usually rugged con- 
struction and sup- 
ported on a heavy 
cast (imitation con- 
crete) metal base, as- 
suring great stability. 
The colors are very 
attractive, while the 
“Caution Shield”’ al- 
most screams for at- 
tention— AND — 
there are 6 more 
‘““AUTOMATICS.” 


— 


me. 


ELECTRICAL 
TRAINS 


$550 up to 
$10000 


r 


| 
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April 16-29th 


MORRISON 
HOTEL 
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Your careful 


inspection is 


cordially 
invited 
| 
at the | 
CHICAGO 
TOY FAIR 








Ber Lunes) 





EW: 
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Transtormers Electric Trains Mechanical Y/ Trains 


Acclaimed, without Question, THE 
Sensation of the NEW YORK TOY FAIR! 


The 1928 Rainbow Line 


Now Bids for Even Greater Success 






You will be astonished at the 
matchless beauty—new features— 
new performance American Flyers 
have provided in this impressive 
array of new luxurious models. 


ENTIRELY NEW TRAIN MODELS! 


New, smartly designed, narrow gauge train sets with and 
without the famous American Flyer Triple Action Remote 
Control. 

New Wide Gauge Trains—models of America’s finest—made 
especially snappy in their new and unique type of beauty. 

A new and most unusual automatic-ringing locomotive bell. 

New Wind-Up trains made beautiful in vivid colors. 

An impressive array of new fun-making and attractive 
EQUIPMENT. 

New patented features—exclusively American Flyer. 

New signals, stations and tunnels, lamps, bridges—all models 
of the real thing to match these‘smart looking trains. 

See this UNUSUAL DISPLAY of Color— 
Rivaled only by the Rainbow in beauty 

See our new cars and locomotives finished in brilliantly 

colored shades of durable and glossy automobile enamels. 


Visit our permanent New York Display. 452 Toy Center, 
200 Fifth Ave. 


AMERICAN FLYER MFG. CO. 


General Offices and Factory 
2225 S. Halsted Street 


Chicago, Illinois 


aa WIND-UP 
TRAINS 
$125 up to 


$500 








‘Headed by the 1928 Advanced “PRESIDENT’S SPECIAL” 
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2 pet t 
gallons of cheap-price-per-gallon-prin 


ch 34 
eap paint, 162, Ballons cost $4 


for the entire house! 







Poor paint? 





Operty protec 
rom Quality P, 





ain 













Cost—it is not the real 


ow long wil] each job last?” 


Cheap, shoddy 
Paint saves $1.21 
Per gallon on 
Price — but you 
buy more gallons 
~ YOu save on] 
$3.87 on he 
whole job and you 
&Ve a poor job 
that must be 


- 








PITTSBURGH PLATE G 


Paint, Varnish and Lacquer Factories, Milwaukee, Wis. 





quickly renewed AAT; 
*.3 






Ora 
500 
_ Painting surface) “T"4¥* yards of outside 


Tt will require 
require 121% gallon i 
ns of Quality Pai 
his hou t it will require 162. 


At $3.91, the 
ty Pan® average pric 
ity Paint, 121, Ballons coer $48.87 “ 


At $2.7 
0, the average price per pice of 
A total savi =a 
Saving of only $3.87 on the paint cost 


Only $3.87 
Pe ad seved on the whole ; b—j 
. ¢ ‘© compensate for hie aad pm 


Can ¢ 
hat pay ee: ier Sacrifice of Maximum 
en #8 only securable 


But the 
re first cost of a Paint job is not the 
cost, 


Let’s appl 

ly the next 
by average figures as vj 
gatas ane hundred retail dealers: and 
P eit answer to the question. 
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heap Pain 


MHum-Bug 


Hes a new idea in advertising and selling} 
paint! ... Who's going to buy cheap-price- 
per-gallon, second grade paint to save only $3.87 
on the whole job of painting an average house? 
Who's going to paint his house more than twice 
as often just to save $3.87 on the paint cost of 
the first job? 
Who's going to buy cheap paint when it costs 
$210.24 more to protect a building for 5 years than 
with Quality paint such as Patton’s Sun-Proof? 
Revealing the truth about the economy of Quali- 
ty paint against the false saving offered by 
cheapyprice-per-gallon paint in keeping a house 
paint-protected for 5 years — that’s the basic 
idea in Patton’s Sun-Proof National Magazine, 


National Newspaper, 50°50 Dealer Local News 
paper Advertising and Direct Literature for 
1928. It all turns the spotlight on the Hum-Bugs 


of cheap paint — for your benefit. 


Send for copy of “Swat the 
Cheap Paint Hum-Bug” — 
write for special 1928 Ex- 
clusive Agency Proposition. 


LASS CO. 


Portland, Ore., Los Angeles, Cal. 





PITTSBURGH 
Peet Products 
— ; ; 
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Our Other Products 
Include 


Graduated Poultry Netting 
Galvanized Hardware Cloth 
and the following brands 
of Screen Wire Cloth 
Cortland Black Enameled 
Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


WICK WIRE BROTHERS 
Hexagon Poultry Netting 


Poultry owners often ask: ‘“What makes 
Wickwire Brothers Poultry Netting /ast 
so long?” The reason is because it is 
made of Open Hearth Steel which is 
superior to Bessemer because it is far 
more rust resisting. 


Another reason is the thorough coat of good 
quality galvanizing we use which gives added 
protection. 

The Wire is drawn in our own mills and all 


processing thrpugh the Steel Plant, Rod Mill and 
Wire Mill is under our constant supervision. 


Our products have maintained a national reputa- 
tion for quality and satisfaction for more than 
50 years. 


Sell the best and hold customers. 


Your Jobber Will Supply You 


wT. AnD 


OFFIces 
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Hickory Socket Framing 


Chisels 
and 
Chisel Handles 





Hickory Socket Butt 


Union Hardware chisels hold cus- 
tomers because they hold their 
edge. 


These chisels are made from the 
highest grade of carbon crucible 
alloy steel—rust resisting, tough 
and extremely durable. 


Patterns and sizes for every re- 
quirement. 


Our new process of constructing 
these chisels with blade and soc- 
ket in one piece eliminates any 
possibility of weakness, as is the 
case by the old method of welding. 


We give them a beautiful finish 
which does full justice to their 


high quality. 











If your Jobber does not handle Union 
Hardware Chisels and Handles—write 
to us and we will refer you to the 
nearest Jobber who does. We protect 
our Jobbers. 














ESTABLISHED 1854 


( 
\ 


PREFER AE 


‘HARDWARE COMPANY )  'Xcorroraten 1864 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
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SHERWIN- 


PAINTS VARNISHES 
S ‘VV silvettising \ 
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are helping to pile up 


Sales and 
Success 
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WILLIAMS 
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going over with a 


BANG 


The nation-wide campaign against 
“cheap” paint sweeps on. Every 
ray of light turned on the “high 
cost” of “cheap” paint brings in 
greater demands for fine old 
SWP-—brings in greater profits 
for you. 

The paint buying public has 
discovered the “cheap” paint 
bogey. They expect you to carry 
the famous SWP House Paint and 
other Sherwin-Williams products. 





LET US SHOW 
YOU HOW 


Sell your customers the best. oo 
The best will bring them back F oe 
ri vv is de 
to you. ye Sores 
Pi Sse — , 
HE SHERWIN-WILLIAMS CO. J SM 
“ of. Ae 
Cleveland, Ohio fa Pe “Tee 
Sherwin-Williams makes a finish for every surface need / ‘ ae! a. 
Ries: ell P ° of s < yf es 
inside or outside — each one specifically for its purpose aX oF Ph oe of 


Biiegs 2 
Yai sete see 


THE WORLD 
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WAITING Re | Let this 


<i 


wo) | 24A-Brush 
Display 
Increase 
Your Sales! 


HOUGH only 18 inches wide this 
; fen stand has 1 700square inches 
of display space—the equivalent of a 
flat surface 214 feet wide by 5 feet 
deep! It’s a real permanent piece of 


furniture, and a handsome one! 


Your brush sales can be greatly 
stimulated by displaying your stock 
in this modern way. Make every paint 
sale mean the sale of a brush and— 


sell a better brush at a better profit. 


Merchants, with a good brush line, 
have pulled their brushes out of 
drawers, from under counters, put 
them up in view, and increased brush 
sales 100% —and more. You'll ring- 
up extra brush sales with this Stand. 
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Make a Brush Department 
of this New Display 

The Whiting display for paint and 
hardware stores, pictured at left, is 
anew design based ona careful study 
of merchants’ interests. It displaysthe 
greatest number and variety of 
brushes in the smallest space. It re- 
volves. Invites inspection and re- 
minds your customers of brush needs 
at the point of sale. Each of its three 
wings hold 8 brushes—total display 
24 brushes! Only 32 inches high, it 
does not obstruct the view of shelf 
display. Its maximum wing spread is 
18 inches. Spaces provided for prices. 
Attractively lithographed in red, yel- 
low, black and gray, it makes a per- 
manent, valuable “extra clerk” to 


help you sell more brushes. 


Ask about the Proposition 
that secures this Stand 
Free! 

The Whiting 24-Brush Display is 
part of the interesting proposition 
offered by the Whiting Distributor, 
for your profit. It effectively displays 


any special assortment, or represent- 


ative items from your regular stock. 


Add to this feature the exceptional 
values offered in Whiting’s brushes, 
their widespread reputation for qual- 
ity, and ready sale at prices to retail 
at 25 cents and up. You have a prop- 
osition that will make a real depart- 
ment of your brush stock—a dis- 
tinctly profitable one. Ask your job- 
ber for the details, or write Whiting- 
Adams Company, 695 Harrison 


Avenue, Boston, Mass. 


( TRADE 
> 0 a ) 


LW, MARK 








Increase your brush sales— 


Display Whiting’s Brushes 


695 Harrison Avenue, 


| Whiting-Adams Company, 
| Boston, Mass. 


Please tell me more about the Whiting proposition, in- 
cluding the 24-Brush Display Stand. Give me the name of the 


nearby Whiting Distributor. 
Name 


Address 


WHITINGS BRUSHES 
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YOU can really do 
it! If you’ll allow 








We will also send 
you color card and 
names of dealers in 








only thirty minutes 
for drying, you can 
paint your card tables with “61” 
Lacquer Enamel and they’ll be 
ready for use when your guests 
arrive. But you don’t have to 
play cards or paint card tables to 
secure pleasure and profit from 
the use of “61” Lacquer Enamel. 

Think of the convenience of 
this amazing new lacquer! Per- 
haps someone is coming to visit 


all, you can have 
any colors or shades you want. 
If you do not find just the shade 
you wish in the very attractive 
“61” Lacquer Enamel colors, 
these are very simply mixed to 


Painted by M. Stockton Mulford 


LACQUER ENAMEL 


An enamel finish for furniture, woodwork and floors 


produce any shade desired. The 


variety of colors is un 


It is durable 

waterproof. From every 

standpoint, it is the superior kind 
of finish you will want to use. 


Free QuarTeER-Pint Can 

Send ten cents to cover pack- 
ing and mailing cost and we will 
send you gratis a quarter-pint 
can of “61” Lacquer Enamel. 


Copyright 1928, P&L 


your vicinity. 

Only one free can selected from the 
following colors will be sent to any one 
household: Chinese Red, Rich Red, 
Orange, Yellow, Light Blue, Ri 


architects and sold 
ardware dealers everywhere, 


Pratt & Lambert-Inc.. 114 Tonawanda 
Street, Buffalo, N. Y. Canadian address: 20 
Courtwright Street, Bridgeburg, Ontario. 





. ‘6 FLOOR 
VARNISH 

The transparent floor finish in clear 

and colors, which stands the “ham- 

mer test.” You may dent the wood 

but the varnish wen't crack. It 

withstands the utmost in foot traffic. 


PRATT & LAMBERT VARNISH PRODUCTS 














e 


HE formula tells the whole story 

—no fancy label, no extravagant 
claims, no guesswork. Monarch 100% 
Pure Paint contains only pure car- 
bonate of lead, pure zinc oxide, pure 
linseed oil, pure turpentine and tur- 
pentine drier, and the necessary pure 
coloring matter. 

You and your customers can positively 
depend on the purity in every can. Honest 
ingredients mean paint economy—satisfac- 
tion for the buyer—prestige and profits for 
you. Write for a free can of Monarch 100% 
Pure Paint. Give it any comparative test 
you wish. We know —and you will, too— 
that it has no equal in the paint field today. 

Let us tell you about the Martin-Senour 
Successful Sales System 
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ROGRESSIVE dealers today are not selling 

‘‘just varnish” — they are selling the Martin 
Varnish formula of purity, and it is proving 
mighty profitable. 


No longer need you guess what’s in the var- 


nish can you are selling your customer. No 
Jonger need you guess about the results he may 


Formula on 


KNOW WRAT YoU BUY 





00% PU 








, 
(ih , 
catheters etna 


RE VARNISHES 


expect. If you are handling MARTIN’S 100% 
Pure Varnish—you know. The formula of purity 
is frankly printed on every can. Nothing is hid- 
den, there are no secrets—nothing is left to guess. 


We will be glad to send you complete informa- 
tion and special proposition. No Benzine— No 
Rosin— No Adulterants. Know what you buy. 


every can 
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Alabastine 
Sales Mount 


as decoration time approaches 


ORE than 30,000 dealers are stocking 
up now—getting ready for Decoration 
Time. 

Nothing can retard the progressive sales 
march resulting from Alabastine merit and our 
tremendous advertising appeal to 25,000,000 
homes every month 

Be prepared to supply Alabastine which so 
many are sure to demand. 

Display Alabastine on your shelves and 
counters, and in your windows. No bother— 
the 5-lb. packages are easily handled and con- 
tain full directions. People want Alabastine. 
Why waste time on unknown bulk or package 
mixtures? Accept the larger margin of profit 
on Alabastine. 

Any jobber can supply you with Alabastine. 

If you are not now carrying Alabastine in 
stock, you may correspond directly with us if 
you desire, and we will put you in touch with 
the proper jobber. 


Alabastine Company, 823 Grandville Ave., Grand Rapids, Mich. 








AES 


. 


“oF 
“on 


Pat 
ome 


\ 
ah * . 
& tans : 


. 


— 
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One Minute Alabastine 


Look for the Cross and Circle 
printed in Red. Not a bad pack- 
age in a carload or a trainload. 





INSTEAD OF KALSOMINE OR WALLPAPER 


25,000,000 homes reached Facts About Alabastine Alabastine FREE Help 
with ALABASTINE ads in ma crue and Et oe mynd omar fo Riga for Dealers 


the following publications: 


Ladies’ Home Journal, Pictorial Review, 
McCalls Magazine, Country Gentleman, Good 
Housekeeping, Delineator, Woman’s Home 
Companion, People’s Home Journal, Modern 
Priscilla, Woman’s World, Holland’s Maga- 
zine, Needlecraft, Household M in 


A dry powder Fray to mix with cold or warm 
wate NE AND IT’S READY TO 

USE. White and 20 colors—all numbered, “eb 
to select from color card. and any tone throu 
intermixing. Only wall brush and pail ele. 

Suitable for all interior surfaces— plaster, wall 
board, brick, cement or canvas. 

It is not Kaleomine, but a uniform, lasting 
wall coating wit with a Pp zce Eso for ex- 

OUT AN 





Better Homes & Gardens, People’s Popular 
Monthly, Farm Journal, Successful Farming, 
Farmer’s Wife, Capper’s Farmer, Farm Life, 
Farm & Fireside, Hardware Dealer’s Maga- 
zine, Good Hardware, Hardware Retailer, 
Hardware Age, American Paint & Oil Dealer 
and newspapers everywhere. 





P Covers more wall per pound than any other 
nish 
Won’ t rub off if proverly applied; bers washes 
off easily when 
sanitary, beautiful, iseapensive, non- lee 
i= package will cover about 350 square. feet 
of smooth w: all. 30,000 stores sell Alabostion. 








Nowhere else can such effective dealer co- 
operation be secured as that given by Alabas- 
tine Company. 

Write TODA Y for our liberal array of dealer 
helps — for window cards, counter displays, 
color cards, booklets illustrating Alabastine 
uses and new Opaline effects obtained with 
Alabastine. 

Ask for information about the many 
uses for Alabastine Dry Positive Colors, 
our special] Stencil offer, and other im- 
pressive cooperation; and we will put 
you on list to receive our interesting 
FREE publication, “Brush and Pail" which 
30,000 dealers have found very helpful. 

All of these helps are tied in with and 
supported by our extensive national 


advertising. 
, 
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Make your Paint Shelves 
pay BIG DIVIDENDS! 


ON’T clutter up your paint 
Shelves with a slow-moving 
lacquer—and tie up capital. 

Stock a live seller like Valspar 
Brushing Lacquer and you get a quick 
turnover and big profits on your 
investment. 


Analyze the reasons why Valspar 
products are in demand! 
The entire public believes in Valspar—‘“‘the 
varnish that made boiling water famous.” 


The compelling force of Valspat’s great 
advertising campaigns keeps the superiority 
VALENTINE'S of Valspar Brushing Lacquer always before 


"7:\ ES P AR "Mites EM iad are helped to “the lion’s 


share” by the most stimulating sales-aids 
known to modern business—Color Charts, 
Dealer's Advertising, Special Literature, Win- 
dow Displays . . . and 


Ask about our women 
Store Demonstrators ! 


BRUSHING 





eet VALENTINE & CoMPANY 


Every one of the Valspar Lacquer 386 FOURTH AVENUE 
colors is reproduced on the label in NEw YORK, N. Y. 
circles of various sizes. Thus, every Rosron CHICAGO DETROIT 


can is a color chart. 

















Bee 
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The Most Used Pigment 
for Interior Paint 


Paint manufacturers are using LITHOPONE* in in- 


creasing quantities. 
ow 


Paint dealers are increasing their sales of paints con- 
taining LITHOPONE. 
ow 


Painters are asking more about LITHOPONE and its 


characteristics. 
ow 


Are you prepared to tell the story of LITHOPONE? 
Geo 
The free booklet “Lithopone and Its Part in Paint” 
gives this information in a clear, brief and interesting 
manner. Why not send for your copy today? 
ve) 
You will find that a surprisingly large num- 
ber of manufacturers of high grade paints use 
Albalith (the super-Lithopone) manufactured 
by The New Jersey Zinc Company. 


*LITHOPONE is a chemical precipitate of ZINC sulphide 
and barium sulphate. It is one of the whitest pigments 
known, and of extremely fine particle size. 

















Sem York City 
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PHYSICAL PROPERTIES OF PAINT 


The two important components of paint are the vehicle and the pigment, 
for upon them depend the life and wearing quality of the paint 


The Vehicle 


Of all paint vehicles linseed oil is recognized as the best and 
most suitable to withstand wear and exposure. 

Even if used alone, linseed oil provides a certain amount of 
protection as it adheres strongly to the surfaces on which it 
is applied. But this film soon wears away under the elements 
and abrasive action of dust, etc. 

To increase its wearing capacity this film is made stronger by 
the addition of some solid substance known as 
the pigment. 


The Pigment 


Where the preservation of metal surfaces is 
the main object, first consideration should be 
given to a pigment that aids in preserving the 
original elasticity or “life” of the oil. 

The pigment must be inert—that is, it shall not 
undergo any chemical change in use because 
such a change must cause the film to become 
pervious and lose its protective power. 

The thickness of paint films is limited. Be- 
yond a certain thickness the paint runs, or in 


composed of bo 


spect. 


Write for Color Card and Booklet No. 





Dixon’s Silica-Graphite Paints are 
linseed 


the vehicle and natural flake gra- 
phite for the pigment with the 
addition of small amounts of col- 
ors for tinting. 
above specifications in every re- 


They meet the 


drying forms a tough skin on the outer side, leaving 
the inner portion soft. _ By preventing the access of 
air to the under parts this outer skin retards and even pre- 
vents thorough drying. 


Flake Graphite as a Pigment 


Flake graphite has proved, by far, to be the best pigment 
for metal protective paint. It is the only one of the carbon 
family that has the marked endurance necessary 
for a protective paint pigment. 
It is absolutely inert and is not affected by the 
action of acids, alkalies or other deteriorating 
agents. It has the peculiar quality of “water re- 
pellency” and as corrosion does not occur 
except in the presence of water or damp- 
ness, this is a strong point for its use as a pig- 
ment. 
Silica is used to give the natural flake graphite 
still further endurance. Experience has shown 
that a mechanical mixture of silica and 
graphite is in no way equal to the natural 
— as found in Dixon’s Silica-Graphite 
aints. 


oil for 


40-B. 


Joseph Dixon Crucible Company, Jersey City, New Jersey 


EST. x 
DIXON’S #22. 


1827 
PAINT 


Adequate Protection at Minimum Ultimate Cost 











Handles 
Like 
Putty 
Hardens 


Into 
Wood 








Introducing 


«Mr. PLASTIC woop . 


[Reg. U. S. Pat. Off.) 


For practical repair use Plastic Wood is welcome 
in every home. It comes in an air tight can, handles 
like putty, and hardens into solid wood. 

It sells rapidly for filling cracks and holes, fixing 
loose handles, banisters and rungs, repairing 
broken toys and bric-a-brac, holding loose tiles, and 
it takes paint, varnish or lacquer perfectly. 

Carried by Hardware and Paint Wholesalers 
Y% Ib. can 35c each 1 Ib. can $1.00 each 
12 cans to a carton—less 3343 % 


Addison-Leslie Company Manufacturers Canton, Mass. 











*A request en your store letterhead will bring a free quarter pound canof 
Plastic Wood for practical useor for making a Plastic Wood mannikin. 























LT y BRUSH: NU COMPANY , 


BALTIMORE MARYLAND | 








400 N. Monticello A ve., Chicago, Ill, 
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A month 


month 
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But this isn’t all we are 
going to do. To further aid 
you, who are at the point of 
the sale, we are going to 
furnish you with attractive, 
sales-making window trim- 
ming, counter displays, 
booklets and color cards. No 
+ stone will be left unturned 
in our efforts to help you 
get the business. It will be 
a year of real sales-helping 
co-operation as far as we are 
concerned. Write us today 
and have us outline our plans 
in detail. 


John Lucas & Co., Ine. 


Paint and Varnish Makers Since 1849 


To the millions of readers 
of the national magazines we 
are going to unburden our- 
selves every month this year 
about why they should use 
Lucas Products. We are going 
to sell them the whole line 
—‘“a Lucas paint, varnish, 
enamel or lacquer, in every 
color, for every purpose”. 


It will be a colorful cam- 
paign, befitting the times, and 
four-color advertisements 
will be used. It will get 


results, send customers into Philadelphia 
your store, to buy Lucas New York Pittsburgh —Ch 
Boston Oakland 


P Tr oducts. and local distributing points 


Paints 


in every color and for 
purpose 





Varnishes, enamels, lacquer 
every 
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Note THE SUPERIORITIES i 


of 
Libbey Owens 


FLAT-DRAWN CLEAR 


SHEET GLASS FOR WINDOWS 











A GLASS made by an exclusive 
process—absolutely without 
bow—uniform in thickness and 
strength—with a fire finish of 
high lustre—which can be cut, 
handled and glazed with a min- 
imum of breakage—and which 
can be glazed either side out because it is truly 
flat—that is what LIBBEY-OWENS offers in its flat- 
drawn clear sheet glass for windows. 


LIBBEY-OWENS “A” quality glass, twice inspected 
and twice graded to meet our exacting standards, 
is ideal for all fine windows. 


It is packed with water-marked paper between the 
lights to protect the lustte, and to further identify 
this superior glass, each individual light bears the 


LIBBEY-OWENS. label. 


Stock LiBBEY-OWENS flat-drawn clear sheet glass 
for windows and cash in on the national advertis- 
ing campaign which is teaching the public to ask 
for quality glass by its name—LIBBEY-OWENS. 


Identify Libbey- 
Owens “A” qual- 
ity glass by the 
manufacturer’s 
label appearin 
on each indivi 
ual sheet. 








THE LIBBEY-OWENS SHEET GLASS COMPANY 
TOLED@, OHIO 


LIBBEY-OWENS FLAT-DRAWN CLEAR SHEET GLASS FOR WINDOWS 
Distributed Through Representative Glass Jobbers and Used by Sash and Door Manufacturers Everywhere, 
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Novwi 


Ball Pein Hammer 


—in quality and finish second only to the genu- 
ine Maydole. With drop-forged tool steel head 
and handsome, walnut stained, second-growth 


hickory handle. j 


—at a price that will give it tremendous popular- 
ity with the millions of men with home shops, 
garages and farms. 


The Norwich Ball Pein Hammer comes in five 
weights—12, 16, 20, 24, 32 ounces.. Your job- 
ber will supply you promptly.. Send him a trial 
order. 


Maydole 
Hammers 


The David Maydole Hammer Co..Norwich.NY 


h 


This label appears 
on every Norwich 


Hammer 


“I make the best hammer,” 
said David Maydole eighty- 
five years ago when he 
fashioned the first adz-eye 
hammer—and it was the 
best. 


We have tried to keep it the 
best and scores of thousands 
of carpenters and machinists 
will testify that it is. 


Now comes the Norwich 
Ball Pein Hammer made by 
Maydole and _ backed by 
Maydole’s prestige. Its popu- 
lar price opens up a huge 
market. It will pay you to 
stock and push the Norwich 
line. 


1700 
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He’s Satisfied With His Profits 


(HERE'S always a smile of satisfac- 

tion when a merchant totals his 
sales for the year and finds his busi- 
ness on a good, sound, profit paying 
basis. 


He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention to his 
window displays and makes frequent changes to keep 
customers interested. 





He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Se 
ee 
rs 
od 
4 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 


These merchants are usually readers of 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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Order Bronze Screen Cloth— 
It is made of Strengthened Copper 




















Unretouched photographs of 
bronze and iron screening after 
identical exposure. Accelerated 
corrosion tests show bronze 
screens will last at least five times 
Jonger than iron. 





RONZE screen cloth is not a novelty. It is 

strengthened copper—the highest quality screen- 
ing on the market. Leading dealers are selling more 
and more bronze every year. The better type of homes 
in many communities have set the style by using this 
beautiful, strong durable and rust-proof screening. 


As the economy of bronze screens becomes more 
widely recognized, it is easier to sell bronze in com- 
petition with screens*which rust and sag and break. 


In 1928 The American Brass Company will run ad- 
vertisements on bronze screens every week in The 
Saturday Evening Post during the screen selling sea- 
son. We offer you a new and interesting series of 
Sales Helps to tie in with the campaign. They are free 


for the asking. THE AMERICAN BRASS COMPANY, GENERAL 
OFFICES, WATERBURY, CONNECTICUT, 


BRONZE SCREENS 


MADE OF ANACONDA BRONZE WIRE 
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Why All Hardware Merchants 
Should Sell Atkins Silver Steel Saws 


(1) BECAUSE Atkins Silver Steel Saws are 


the standard for excellence the 














world over. 





3 ates “THE 400” SKEW BACK 
(2) BECAUSE Atkins Saws are distributed by Finest hand saw in the world. Silver Steel, Atkins 


i ' exclusive formula. Two-way taper ground; mirror 
the leading jobbers, and sold polish. Skew or straight back in wide or ship pat- ; 
by the best hardware stores terns. Fitted with Improved Perfection Handle of # 


rosewood, piano finish—prevents wrist strain. 
everywhere. 


(3) BECAUSE Atkins Saws are beautifully 
finished, scientifically designed 


and labelled distinctly. ATKINS No. 65 
No. 65; a very fine high-grade saw made from Silver 
Steel; furnished in wide or ship pattern, straight 


(4) BECAUSE Atkins guarantee their saws to back. Applewood handle, perfection pattern. A 


favorite with expert carpenters. 





work easier, cut faster and 
last longer than others. 





(5) BECAUSE the Atkins line is complete. 
Atkins Saws fill every demand ATKINS No. 1—NEST OF SAWS 


No. 1; Nest of Saws; should be in every carpenter’s 
: kit. Consists of keyhole, compass and pruning saw 
mechanic, and they are guar- blades with adjustable handle. 





for the carpenter, farmer and 





anteed to be free from de- 





fects of any character. 


privity 


a 
we 


Tune in on WFBM Thursdays, 10:30-11:30 P. M. ATKINS No. 28—CARPENTERS’ HANDY SAW 


Central Standard Time and get the Atkins Silver No. 28 Carpenters’ Handy Saw; Silver Steel blade, 
eel mili iia! Dee Bedi, ttt applewood handle, carved, varnished and polished. 
s' A necessary saw for carpenters, stairbuilders and 


apolis. -@ tcabinetmakers. e 








4 2 
E,.C.ATKINS & CO. é 
ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE Fe. 
Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. ATKINS No. 27—STAIRBUILDERS’ SAW 
Branches Carrying Complete Stocks ln The Following Citheas No. 27 Stairbuilders’ Saw. Made in lengths of 6, 
Atlanta on SanFrancisco _ 8 and 10 inches; blade, 1% inches wide; adjust- 
Memphis New York City Sesttle able to different depths; 10 points to the inch. An 
Minneepotic Portiand.Ore. = Vancouver, B.C essential tool for high-grade saw users. a 
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*“*Known Around the World’’ 














SUPREME IN 
Design 
Construction 
Finishes 


Service 


a 


8 Go . Parkcycles Scooters 
/ Automobiles Pedal Bikes 
Velocipedes Hand Cars 
Coaster Wagons ____ Tricycles 
Express Wagons _ Doll Cabs 
Playard Equipment 


Children’s 


Be Ready for Spring Vehicles 








Permanent Display 
When Juvenile Vehicles were considered a luxury they NEW YORK: Baker & 
were sold by a few dealers, largely as a holiday number. ee ta oe ace, 
Now that they are recognized as health builders — a neces- 215 Fourth Ave. 


sary part of every child’s play and physical development t= yyy 
they are sold everywhere all the year round. The spring Bldg. 4 

demand is as big as at holiday time. Are you ready for CHICAGO: American Na- 
the spring demand in your town? Stock up with the new — Co., 666 Lake Shore 
American Line. Get it in your windows and on your floor. SAN FRANCISCO: Pacific 


Sales Co., 718 Mission St. 
BOSTON: C. I. Harvey, 171 
Cortland St. 
BALTIMORE: Frank Wis- 
YOUR JOBBER CAN SUPPLY sig, 640 West Pratt St. 


MINNEAPOLIS: Miller & 
YOUR NEEDS PROMPTLY mere tony A mga 


Reap the profits waiting for you. 















REQUEST < 
e The American WMetional Pompany 


FOUR FACTO! Sas TOLEDO, OHIO, V.6.A. 
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INDS 


By lew S. Soule 








Your Invited Guest 


E came into a certain hardware store—it 

might have been your hardware store— 

and as he looked around the salesmen were 
all busy. He stood on one foot for a minute, then 
shifted to the other. The minutes dragged by as 
they always drag when a customer waits for ser- 
vice; one, two, five and more black lines were 
passed by the long hand of the clock, and still he 
waited. 

Salesmen crowded past him or swung around 
him, but to none of them did he even seem to 
exist. There were no hods, no smiles, no recogni- 
tions. His disposition was naturally a happy one, 
but he was becoming a little, just a little, short 
on patience. The milk of human kindness in his 
make-up was about ready to turn sour. 

Just then, from somewhere in the rear, there 
came forth a genuine salesman; a man who saw 
and understood. He was busy and a customer was 
trailing along behind him, but he stopped just a 
fraction of a second where the weary would-be 
buyer of something waited. He smiled, a cordial, 
friendly smile, and said: “I'll be with you in just 
a moment, sir.” 

The wrinkles of impatience left the face of the 
waiting man. “Thanks,” he said, “I'll wait,” and 
his answering smile was something worth seeing. 
A moment later another employee sauntered up. 
Without even a semblance of a smile he snapped: 
“Something for you?” 

“No,” said the waiting customer, coldly, “nothing 
from you at any rate. You've given me the ‘once 
over’ a dozen times since I’ve been standing here, 
without even saying ‘Hello.’ There’s one regular 
human being in this store. He has promised to 
look after my wants as soon as he is at liberty. I’m 
waiting for him. If it wasn’t for him, I’d never 
set foot in this place again. No—I won’t take up 
any of your valuable time.” 


An actual incident. It really happened in a big, 
well stocked and well arranged hardware store. 
The proprietor of that store has told us that he 
cannot understand why his volume of business is 
less than it was a year ago. A similar incident may 
happen in your store today, tomorrow, any day, 
if speed alone is allowed to dominate your rush 
hours. 

Why is it that so many retail salesmen regard a 
customer as merely so much work? What is needed 
to give them the vision of opportunity instead of 
drudgery? Is it because store owners and man- 
agers have failed to impress them with its im- 
portance? Do merchants generally realize the 
repelling power of carelessness, coldness and dis- 
courtesy; the trade winning possibilities of cheer- 
fulness, eagerness and courtesy? 

The average retail merchant spends money freely 
for show windows and advertising to get people 
into his store. He installs good fixtures and makes 
his store look clean and inviting. But he often 
forgets to give equal attention to the human ele- 
ment in his business. The appearance of the sales- 
man, the way he frowns or smiles, his personality, 
are as vital factors in the success of a store as is 
the merchandise itself. 

Teach your men to serve with a smile. Give 
them a good example to pattern their own actions 
by. Show them the value of cheerful, friendly 
willingness—the value to themselves as well as to 
you. The great majority of men behind retail 
counters want to do what is right. They are will- 
ing but do not fully realize the ways and means. 
The few who seem unable to smile are out of place. 
Regardless of abilities in other ways, they are 
store liabilities. Get rid of them. 

Customers are guests—invited guests. If they 
do not receive guest treatment, they will cease “call- 
ing.” That’s human nature. 
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HAVE you a stock 

of lawn mowers 
waiting for the long 
grass to appear? 
Get them out and 
start them selling 
ahead of the season. 
These advertise- 
ments, coupled with 
a high grade win- 
dow display, helped 
Snyder & Robbins 
of Asbury Park, N. 
J., to sell forty-five 
of theirs in two days 
—two months ahead 
of the season. 








Street at Lake Avenve, 











e | FOR CASH 
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ISREGARDING tthe _ fact 


JAMES K. BROWNELL 4 vrass cutting seaso 
ier Geamex © Gueeine, that the grass cutting season 
Asbury Park, N. J. was two months away, James 


K. Brownell, manager of Snyder 
& Robbins, Asbury Park, N. J., sold forty-five lawn 
mowers within two days in March last year. 

March is almost here again, and the experience of 
Mr. Brownell will 
prove interesting 
to readers. 

“Having these 
mowers. on 
hand,” he says, “I 
thought I would 
try to get rid of 
them in March, 
figuring that if 
they did not sell 
we could put them 
back in their orig- 
inal boxes and 
save them until 
the grass was in 


page space was 
used in the local 
paper, which read : 
“See tomorrow’s 


> 
“eee. 
ae, 





Grass Two Months Away 
But They Sold Lawn Mowers! 


sight.” % 
For the first ad 
a good part of a é' i 





pap € r for an This window display is not only artistic; its good taste and selling appeal proved that care 
ad with a real in planning is profitable in drawing desirable trade the season opens. 


punch!” This ad was headed “A Knock Out!” and 
showed the picture of a prize fighter posed for a real 
wallop. The second day’s ad described the mower in 
all its detail, its good points, and mentioned the price in 
large type. Both these ads are reproduced herewith. 

Good weather favored the sale and the results men- 
tioned above were realized. Mr. Brownell was not only 

° interested in the 
sale of the mow- 
ers but the sales 
in the other de- 
partments of the 
store as well. 
These, exclusive 
of the lawn mow- 
er sales, showed 
a very large in- 
crease. 

Well planned 
local advertising 
is a profitable in- 
vestment for the 
retail hardware 
merchant, and by 


a Gi / Py te Sig 3 its help many 


lines may be 
moved in advance 
of the actual sea- 
son for their use. 

Try moving 
your stock before 
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Valances 


How to Construct Your Own at Very Low Cost 


By W. S. HALL 


Formerly Displayman for Idaho Hardware 
and Plumbing Co., Ltd., Boise, Idaho 


N line with the general trend of modernizing the 

merchandising plan of the hardware store, which 

calls for a veritable revolution on the interior, we 
should give a little thought and attention to the exterior 
appearance of our stores. Aside from radiating a pros- 
perous air by keeping the front well painted up, the 
exterior appearance of a store emanates almost wholly 
from the windows. Our windows in general deal with 
displays directly. The subject of this one is closely re- 
lated to displays and aids good displays in many ways. 
Our subject is within the window—but at the other 
(upper) end of the glass. 

The chief objects of a valance are ornamentation, 
screen to hide lighting fixtures, shield to keep light glare 
out of observers’ eyes and minor means ot advertising. 
These factors combined make a set of valances very 
desirable in every store. With this article we show a 
set which we constructed from wall board and a few 
yards of 3-in. gold fringe. Our set comprises six sec- 
tions—the three shown in the “close up” view and three 
other sections like the lower one in photo. In all, about 
50 linear feet, the total cost of which, except our own 
work, was $12.50. 

A close-by business neighbor has a set of factory-made 
valances of similar linear length. These cost $180, and 
every six months are sent to the cleaner, at an expense of 
$12 to $15. When our set needs cleaning, we take off 
the fringe (tacked on with No. 1 oz. tacks) and send to 
the cleaner at an expense of $2 to $3. The valance 
proper is then washed with soap and water. Quite a 
dollar difference in cost and upkeep; besides, our neigh- 





bor’s displayman states “our set is much more attractive 
than is theirs.” 

They are simply a good grade of wood pulp wallboard 
cut into the design shown. They were thoroughly sized, 
coated, two coats of flat finish wall paint, stenciled to 
imitate fabric, initials of firm stenciled on, beaded at top, 
and bordered at bottom with gold roping, also done with 
stencils. After this two coats of flat finish varnish 
were applied and when dry the 3-in. gold fringe was 
tacked on and the valance was ready to hang. We feel 
that many of the readers of HarpwAreE AGE would like 
to construct a set for their store, hence we are offering 
full instructions, step by step, how to proceed. 

First decide upon a design and the depth of drop you 
shall use. Extreme depth of our set is 14 in. exclusive 
of fringe, which we feel is a bit shallow in proportion to 
the height of our windows, but we depend upon our 
windows for our interior light, hence this sacrifice in 
depth. Figure also at the outset the plan and place for 
suspending them—face of valance should be from 2 to 
3 in. from the glass if possible. 

Designs galore may be originated by glancing around 
the neighboring windows for inspiration. Having de- 
cided upon the design, make a perfect full-size pattern, 
from heavy wrapping paper, of each separate run of 
valance. This pattern should be cut 2 in. shorter in 
each case than the space it is intended to fill. This is in 
order to make a very finished effect by extending the 
fringe up the ends of valance as at No. 5 in photo. 

-This paper pattern shall disregard the fringe altogether 
(Continued on page 80) 
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COLOR 


By Saunders Norvell 


ID you ever stop to think what an important factor 
color is in your life? Did you know that the 
human eye actually never sees form—all it sees is 

color? Did you know that shadows were different in 
color ? 

Color has a direct bearing on our emotions. This 
fact is frequently touched upon in literature. People see 
“red” and they feel “blue.” More than in writing, color 
affects our lives. Unconsciously the decorations of a 
room will affect our moods. A red room stirs us up. 
It is the fighting color. A green room is cool and sooth- 
ing. I could write a lot about color, but as I am trying 
to limit these articles to two pages, I must confine this 
article to a few facts I have gathered on this important 
subject. Everyone should study these facts because 
they would be valuable in life. Knowing about colors 
will help you decorate your home with more taste; it 
will help you dress better; it will even help you secure 
a job. For instance, would you ever hire a man who 
wears tan shoes with blue socks? 

Women understand and are trained in colors much 
better than men. But every man who lays out an ad- 
vertisement, or who arranges a show window, or who 
fits up a store should know colors. 

Of course, it must be apparent that every salesman 
who sells paint should know all the the colors. 

I now propose an outline to you: 

The generally accepted theory of color is that based 
on the three primaries—red, yellow and blue. These are 
called primaries because they cannot be produced by the 
mixture or combination of any other colors; they are, 
therefore, said to be pure or simple colors, i. e., primaries. 

The secondary or binary colors are orange, green and 
violet. These are made by mixing two of the primary 
colors together. This mixture forms the complement of 
the remaining primary. Binary colors are half way be- 
tween the primaries on the color chart. 

Red and blue make violet, the complement of the re- 
maining primary, yellow, and directly opposite yellow 
on the color circle. 

Blue and yellow make green, the complement of the 
remaining primary, red, and directly opposite red on the 
color circle. 

Yellow and red make orange, the complement of the 
remaining primary, blue, and directly opposite blue on 
the color circle. 

Complementary colors being directly opposite in the 
spectrum circuit, they are wholly unrelated in their 
normal intensity. Complementary colors show strony 
contrast and enrich each other. 

The coldest color is blue, and the warmest color is 
its complement, orange, which is the farthest away from 
blue in the color wheel. 

Tertiary colors are those formed by the mixture of the 
secondary colors; thus, green mixed with violet makes 
the tertiary olive; orange mixed with green makes the 
tertiary citrine; and orange mixed with violet gives the. 
tertiary russet. 


The more a color is grayed the more neutral it becomes. 

By normal color is meant the foundation color of a 
scale of tone, the tones getting darker or lighter from 
this foundation. 

By tint is meant the light tone of any color. 

By tone is meant the modification of any normal color 
by the addition of black or white. 

By shade is meant the dark tone of any color. 

By scale of color is meant the gradation of a series 
of tones of the same color from the lightest tint through 
the normal or pure color to the darkest shade. 

By hue is meant the departure from the original scale 
of a certain color to a greater or less degree by the 
addition of a comparatively small proportion of another 
color. For hue, think around the color sphere. The even 
steps between the binary and adjacent primary in the 
color sphere are called the hue. Thus, the step between 
blue and green is blue-green; between green and yellow, 
yellow-green ; both hues of green. In the same way there 
are two hues of violet, two of orange and two of red. 

By intensity or chroma is meant the strength or bril- 
liancy of a color. For intensity, think inward or across 
the sphere. To change intensity add complement. In 
other words, gray it. A color mixed with its comple- 
ment makes gray. 

By value is meant the amount of dark or light ex- 
pressed by a color. For value, think up and down the 
color sphere (vertically) ; i. e., yellow is lightest, violet 
darkest in value. 


HARMONIES OF LIKENESS 


1. Monochromatic: i. e., a group of different tones, 
values or intensities of one color. This is sometimes 
called a one-mode harmony. 

2. Analagous: i. e., made by colors that are next to 
each other in the color circle and are harmonious be- 
cause they have, in different quantities, a common ele- 
ment. 

3. Dominant harmony: i. e., several colors all in- 
fluenced or subdued by the same color. 


HARMONIES OF DIFFERENCE 


1. Complementary: i. e., two complementary colors 
used together with some unifying element, by the mixing 
of the one with the other or by mixing a little gray with 
both. 

2. Double complementary harmony is made by the com- 
bination of two colors side by side on the color wheel 
with their direct opposites; as, for instance, violet and 
blue-violet with yellow and yellow-orange. 

3. Split complementary harmony is the combination 
of a primary with the two colors on each side of its 
secondary complement, as yellow combined with red- 
violet and blue-violet, or blue combined with yellow- 
orange and red orange, or red combined with yellow- 
green and blue green. Always begin on primary and 
split on complement; never try to split a primary color. 
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4. Triad harmony. Any harmony of three colors 
that make an equilateral triangle in the spectrum circle. 
Example: Yellow-orange, blue-green, red-violet. Use 
hues. Neutralize to make them harmonious. Only one 
of the three should be wholly intense. 

Law governing intensity—The larger the area the 
less intense the color should be and the smaller the area 
the more intense the color may be. 


Law of background.—Backgrounds should be more 
neutral than objects shown upon them. 


NEUTRALIZATION 


Three parts yellow and one part violet make a neu- 
tralized yellow or gray-yellow. 

Three part violet and one part yellow make a neutral- 
ized violet or gray-violet, and half way between violet 
and gray. This is true of the other colors. 


PsycHOLoGy oF CoLor 


Color is one of the most interesting and important 
elements in nature because the eye, the organ of one of 
the five senses of man, sees nothing but color. Form, 
as we call it, is seen only because one color is placed 
against another and by its position and contrast makes 
a shape. And every tone of color has a separate mean- 
ing. Yellow speaks a definite thing to those who under- 
stand it. Blue cannot say what yellow says; neither can 
red or violet. 

In a folder got up by the Art in Trades Club of 
New York City some very valuable information was 
given in a striking, simple and concise way under a 
heading entitled “The Principles of Color Harmony,” 
which reads as follows: 

“Psychological significance. Color, as it varies in 
hue, value and intensity, by its intrinsic qualities and the 
association of ideas excites certain definite thoughts and 
feelings in the human mind. 


“HUES Blue—cold, formal and distant. 
Green—cool and restful. 
Yellow—cheerful, brilliant and unifying. 
Red—warm, rich and aggressive. 
Orange—hot, striking, but decorative. 


Violet—mournful, mystic and darkening. 


Light color tones express youth, feminin- 
ity, gaiety and informality. 

Dark color tones express strength, dignity, 
repose and seriousness. 


“VALUE 


Colors in their full intensity are strong, 
loud, vital and elemental in feeling. 
Colors that have been neutralized express 
subtlety, refinement and charm. 


“BALANCE IN COLOR HARMONY. Colors to balance 
in harmony must be similar in intensity 
and area. If dissimilar, the intensity must 
vary in inverse proportion to the area. 
Backgrounds should be less intense than 
objects to be shown on them.” 


“INTENSITY 


(It is not well to figure a whole warm object on a cold 
background. ) 


CoLor:AS IT RELATES TO Motion PiIcTuRES 


As recommended by H. M. S. Smith 
of Famous Players-Lasky Corporation 
Paramount Pictures 


BLACK AND WHITE PHOTOGRAPHY 


Red, orange and their variations, as well as yellow- 
green, photograph black on the screen. 

Gold photographs quite dark, unless it is excessively 
high-colored and brilliant. 

Pastel colors, without exception, photograph very 
nearly white ; dead white is never used in motion pictures 
by reason of the excessive reflection from it. 

To obtain white appearance in costume, use either 
cream or very pale blue, gray, rose, lavender or yellow. 

Under the pastel scale all colors of blue, green gray, 
tan, magenta and purples photograph at about their 
relative value in grays of corresponding shades. 


Cotor PHOTOGRAPHY 


In color photography the best mediums of color are 
gold, silver, bright scarlet, orange, flame color, green, 
turquoise green, bright emerald green, red-browns, 
black and white. 

None of the mauve, lavender or purples register in 
color photography. 

It is wise to consult a color chart made for this pur- 
pose when contemplating doing designs for a produc- 
tion to be carried out in color photography. 


x * * 


Now I suppose you wonder where I gathered all of 
this very valuable information about colors! Here 
in New York there is a school of design. Young 
ladies who intend to earn their own livings go to this 
school. Other young ladies who do not have to work 
for a living but who do not know what to do with their 
time, also study design. The above facts about colors 
are gathered from Miss Ethel Traphagen, who is one of 
the instructors at this school of design. 

My daughter happens to attend this school. She 
brings hér books and papers home with her every eve- 
ning, and so I am also taking a course in color and 
designing, and I only regret that I did not have this 
opportunity when I was in my “teens” instead of at a 
period in my life when there isn’t much time left to 
study and appreciate colors. 





Candy and Electricity 


HE entire electric bill of the nation is less than the 
bill of the whole country for candy and tobacco, says 
the Florida Public Utilities Information Bureau. The 
cigarette bill alone is more than 50 per cent greater 
than that for electric service in all the homes in the 


United States. The amount spent for perfumes, toilet 
soaps and chewing gum is much larger than the nation’s 
electric bill. The average cost of electric service in the 
homes is only 8 cents a day, and represents but three- 
fourths of 1 per cent of the average family budget. 
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Utilizing 


and 


Imprints 
of Well-Known Merchandise in 


SHOW CARDS 


By Joseph Bertram Jowitt 


HE two most important things to be considered in 

learning show card writing are LEGIBILITY 

and BREVITY, as the saying goes; “that those 
who run may read.” Tor instance, take any nationally 
advertised product such as, “Prestone,” one of the many 
products of “Eveready” such trade marks or imprints 
should be written on the show card and copied as near as 
possible like the familiar advertised imprint that appears 
periodically in twenty-five or more magazines. Also, 
other familiar trade marks such as “1847 Roger Broth- 
ers,” “Mirro Aluminum,” “Western Ammunition” and 
many others too numerous to mention. 

By reproducing a facsimile of the trade marks the 
show card writer does not have to use such a lengthy 
copy or description and derives the benefit of expensive 
advertising which the manufacturer pays for. 


Hand lettered show cards lettered in a plain legible 
manner, using as little reading matter as possible, will 
bring greater results than would a display crammed full 
of highly colored printed lithographed show cards. 
Hand lettered show cards even of the very plainest kind 
are more attractive and have a certain amount of in- 
dividuality that the stereotyped printed ones do not 
possess. 

With an inexpensive outfit of proper lettering brushes 
and regular show card ink, almost any clerk who is 
ambitious enough to practice and follow the instructions 
given in these simple lessons can learn to write show 
cards in a few month’s time. 

The writer of this department takes special pleasure 
in helping any reader of this magazine master the 
brush or pen, by answering all questions by return mail 














that are not fully covered in these articles to the entire 
satisfaction of those who wish to learn show card writing. 

Of course no one can reasonably expect to make a 
lettering pen or brush do exactly what they want it to 
do in three or four spasmodic attempts, such a thing is 
out of all reason. But anyone who is willing to do a 
lot of systematic practicing (one-half an hour four or 
five times a week is enough) will, with these practical 
instructions soon obtain pleasing and encouraging re- 
sults. 

The beginner or amateur should not be afraid to 
exhibit his first attempts at lettering in the window, be- 









1647 ROGERS BROS ~ 
- SILVERPLATE — 

Che ideal 
Wedding Gift. 


‘ 















cause in show card writing it is a case of doing a little 
better with each attempt: Just stick to plain letters and 
do not attempt any kind of fancy work or scrolls or 
ornamentations. 

Illustrations on a show card should be used to de- 
liver the selling punch and not with the sole idea of 
making the card “artistic.” Each imprint or trade mark 
illustrated herewith is a rough crude copy of the smaller 
original one shown by it, it is not necessary that it 
should be as perfect as the copy as long as the general 
character and important details of copy are emulated. 

The idea is to first sketch it out roughly in lead pencil, 
after which outline or retrace the outline with a small 
brush, finish by filling-in the skeleton letters with a 
larger size brush. 


How To Store Window Glass 


Economically 


The handling and storage of window glass should be 
simplified as much as possible in order to permit the de- 
sired profit from its sale. 

In the glass bin pictured here a very convenient and 
satisfactory bin is seen. Each compartment is properly 
labeled for size and grade. Note also that the partitions 
are so cut as to make the glass as accessible as possible. 

Glass kept this way gives the minimum of breakage 
and save a lot of time because of its ease of access. The 
top of the bin, if built the correct height for convenience 
may be used for a cutting board. 
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Each one of these designs is so distinctive in char- 
acter and simple in design that it will require but little 
effort gn the part of the amateur to produce a legible 
facsimile. Two other methods may be employed in 
copying these imprints. 

One is with the aid of a pantograph for enlarging, or 
if the proportions of copy are of the exact size desired, 
the imprint may be reproduced on the show card in the 
following manner : 

Procure a piece of tracing paper, (any thin trans- 
parent paper will do) place this over the imprint to be 
copied and trace the outline of letters through. Then 
rub a little dry color (in powder form) on the back of 
traced pattern when finished, this will act as a carbon 
and by retracing over the outline made on tracing paper 
with a sharp pointed instrument the pattern may be 
accurately reproduced on the show card. 

The chief drawback generally to the beginner’s suc- 
cess is struggling along with impractical brushes and 
tools. There is a decided difference between the brushes 
used by a sign painter and those used by a show card 
writer. 

Sign painters brushes are mostly made of fine camels 
hair in quills, they are too long and too soft for card 
work, they have not the proper resiliency for water color 
purposes. 

Use only Red Sable brushes for show card writing, 
A set of three brushes, No. 6, No. 8 and No. 12 will 
do to start with. 
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Hardware Dealers and Educators 


Divide Wisconsin Program 


PEAKERS on the program of 
the thirty-second annual conven- 
tion of the Wisconsin Retail 

Hardware Association, held in Mil- 
waukee Feb. 7 to 10, were divided 
between hardware men and university 
heads. The convention itself, which 
was the largest in the history of the 
organization, followed, as most of 
the State conventions are doing this 
year, the same general subjects as 
were discussed at the meeting of the 
National Retail Hardware Associa- 
tion last June. While the exhibition 
in connection with the convention was 
open for four full days, the sessions 
were confined to three days, with 
three forenoons and one afternoon 
given over to meetings. 
vention session started with a song 
fest, ably conducted by George Nixon, 
of the Schlafer Hardware Co., Ap- 
pleton, Wis. 

The program officially opened with the 
annual address of the president, D. A. 
Williams, Waukesha, in which he sounded 
the key note of the entire convention when 
he said, “The retail business of today is 
altogether for the go-getter. It takes ef- 








H. C. FUGE 


Vice-Pres. Wisconsin Retail 
Hardware Association 








customers, he going to be out of luck. 
Give people their money’s worth in either 
high or low priced merchandise and they 
will come to you for more. 

“There is little hope that competition 
will become less in the future—if anything 





Each con-: 





D. A. WILLIAMS 
Retiring President 














fort and lots of it to put profits into the 
bank. The merchant who waits for things 
to happen finds disappointment as his re- 
ward. The conditions surrounding stores 
like the hundreds represented here are 
much what the dealer makes them. If he 
is alive to the needs of his community and 
serves it efficiently, he finds business good. 
Again if he spends all of his time behind 
the counter, without much thought of how 
he can bring the greatest values. to his 








it will be more. The competition of fewer 
men and a lot of capital in retail circles is 
more than likely. The trend is toward 
large consolidations with much capital and 
a wealth of business brains behind them.” 

Mr. Williams’ address was followed by 
10 minute talks on the subject of “The 
New Competition” by two members, E. W. 
Peterson, Florence, a member of the board 
of governors of the National Association, 
and George W. Schroeder, Eau Claire, 
formerly on the National board. Mr. 
Peterson stated that in order to gain an 
advantage the retailer must reduce his 
costs and give better values to his cus- 
tomers. He contended that service, cour- 
tesy, tact and the keeping of promises 
were vital to the success of any business. 
He felt that selling staples and necessities 
had tended to make hardware dealers over 
conservative and that the future of hard- 
ware retailing depended entirely on the 
ability of those engaged in it to adapt 
themselves to modern conditions. 

Mr. Schroeder was of the opinion that 
present day competition was rapidly crowd- 
ing the independent dealer into a fight to 
the finish and that old fashioned business 
policies must be discarded. He suggested 
that each hardware dealer stress such 
lines as could best be sold to advantage in 
his own locality. In order to compete with 
chain stores and with other lines of mer- 
chandising for the consumer’s dollar, more 
intensive selling must be developed. 

Glenn Frank, president of the University 
of Wisconsin, was the next speaker on the 
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subject of “The New Competition.” He 
pointed out that competition today was 
not confined to merchants in the same line 
but was rather a struggle between various 
kinds of business. In fact it was not 
merely a retail problem but had become an 
economic problem of manufacturers and, 
in turn, of nations. He stated that retail- 
ers could not hope to solve the problem of 
new competition by themselves as it was a 
matter of over production brought on by 
the war. He gave four fundamentals 
which he considered essential to the bet- 
terment of general economic conditions— 
higher wages, shorter hours, lower prices 
and increased profits—and advised the deal- 
ers to work toward the seemingly im- 
possible attainment of these four things 
jointly. 

At the next session of the convention the 
subject of “Records and Business Con- 
trol” was introduced by another series of 
10 minute talks by members, this time by 
H. H. Meyer, Shawano; Theodore Suen- 
nen, Hudson, and Earl Butter, Milwau- 
kee. All three of these men gave, from 
their experience in their own stores, the 
value of keeping complete records. Mr. 
Butter told how he had departmentized 
his store and thereby reduced his stock 45 
per cent without sacrificing his sales. 

Follpwing these short talks, Rivers 
Peterson, editor of Hardware Retailer, ex- 
plained, with the use of charts and work 
sheets, the system of business control or 
budget system which had been compiled by 
the National Retail Hardware Associa- 
tion. 

George Nixon, Appleton; Will M. Ott, 
Baraboo; and Walter Huchthausen, Mani- 
towoc, were the three dealers who with 
their 10 minute talks introduced the sub- 
ject of “Organization and Management” 
at the third session of the convention. Mr. 
Nixon recommended that dealers and 
clerks take a personal inventory of the 
characteristics and appearance and also ad- 
vocated a more general reading of trade 
papers. Mr. Ott warned against buying 
goods from too many sources while Mr. 
Buchthausen condemned the practice of 
buying direct from manufacturers where 
special discounts on larger quantities 
caused overbuying. 

The principal address on the subject of 
“Organization and Management” was 
given by C. M. Thompson, dean of the 
College of Commerce, University of II- 
linois. He said in part: “At the heart of 
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every industrial organization are economic 
goods, commodities and personal services, 
and it is with these goods that the organi- 
zation itself is vitally concerned. The 
phenomenon dealing with goods may, for 
convenience, be roughly divided into four 
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groups: buying, displaying, selling and de- 
livering. 

“A generation ago buying of merchan- 
dise by retailers was rather a_ simple 
process; now, however, it_is a different 
story, siuce it covers a much wider range 
than formerly was the case. Where the 
retailer once made periodic .visits to the 
city for the purpose of laying in his stock, 
he now goes oftener, consults catalogs, 
gets in touch with manufacturers, and may 
even secure a portion or all of his stock 
through cooperative buying organization. 
The motive behind such purchases is now 
exactly what it has always been—a de- 
sire to buy quality merchandise at quan- 
tity price. From it springs the old adage 
that goods well bought are half sold. 

“In sharp contrast to older methods, the 
present-day method of displaying goods is 
significant. Large and well lighted show 
windows and well arranged displays of 
merchandise on shelves and counters now 
characterizes our better managed stores. 

“From the standpoint of the public, the 





selling of merchandise seems to be the 
most important function of retailing. 
There the man of the street forms his 
opinion of the establishment, and when in 
the future his mind recurs to his contacts 
with that establishment, it is materially 
affected by his experience as a_ buyer 
rather than in any other capacity. It may 
be said, therefore, that the store counter 
is the front line of retail merchandising. 

“Delivering is, in the minds of many 
merchants, a minor function and one often 
overlooked and even neglected. Yet it is 
surprising how easily the method employed 
in making a delivery of merchandise may 
create a friend or an enemy for the es- 
tablishment making the delivery. This im- 
portant fact the modern ice company and 
the modern dairy company appreciate 
keenly. A piece of merchandise poorly 
delivered had better never been sold.” 

The last day of the convention was given 
over to the discussion of “Arrangement 
and Display.” After a series of short 
talks by J. E. Garaghan, Whitehall; L. F. 
Thamm, Milwaukee; and C. E. Shager, 
Sharon, in which they gave their individ- 
ual experiences as to the benefits of mod- 
ern store arrangement, Paul M. Mulliken, 
assistant secretary of the Illinois Retail 
Hardware Association, gave the conclud- 
ing address of the convention on the same 
topic. Mr. Mulliken used charts showing 
floor plans of various stores to illustrate 
his talk as well as some actual display 
tables and display doors. He said, “It 
would seem that by selling more hardware 
you should make more money. During 
the past few years this has been the motto 
of a large number of hardware retailers 
as well as all types of commercial men. 
Nearly everyone believed that bigger sales 
and bigger profits were synonymous terms. 
In order to secure the bigger sales, mer- 
chants added extra sales people to their 
force, sent out canvassers and spent huge 
sums of money for advertising. They did 
everything they could to force people to 
buy—just the thing they resent. Little at- 
tention was given to the improving of the 
rearrangement and display of the merchan- 
dise inside of their stores. 

“Not only has this been an expensive 
method of securing increased sales, but in 
the majority of cases it has proven un- 
profitable. This is without any thought of 
depreciating either sales people or adver- 
tising. Both are essential and success is 
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dependent upon them but they must be 
rightly used. 

“*Goods well displayed are half sold’ 
has been heard for years. As a rule, 
hardware merchants believed this in a 
rather half hearted manner and thought it 
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was possible that it might be true for the 
grocer or the variety goods dealer, but 
that hardware was a technical product and 
required the services of an expert sales- 
man. During the past few years, con- 
sumers’ buying habits have changed. The 
tendency now is to buy and not be sold. 
If we wish to retain our places in the 
commercial world, we must change our 
merchandising methods to conform to the 
buying habits of those we wish to supply. 
We must so arrange our displays that the 
consumers may see and select what they 
want easily. More sales are being made 
through suggestion today than ever before. 
Our stores can no longer be merely storage 
places for merchandise and long survive.” 
Officers for the ensuing year were also 
elected at the final session and are: Presi- 
dent, Will M. Ott, Baraboo; vice-president, 
H. C. Fuge, West Bend; new members 
on the executive board, Earl Butter, Mil- 
waukee and Albert Schlatter, New Glarus. 
P. J. Jacobs and “B. Christianson were re- 
elected to the respective offices of secre- 
tary-treasurer and assistant secretary. 





Wat a composite of human inspiration these two 
sons of February give the world— 


Will Counts—Not Blood 


characteristics, heritages and influences. 
Two men, outwardly opposites, in tendency and 
destiny. Two men, alike in immortal achievement. 





WASHINGTON AND LINCOLN 


Wealth. . . Poverty, Education. . . Illiteracy, Aristo- 
cratic ancestry. . .Insignificant birth, Personal patron- 
age. . . Lack of opportunity, Soldier. . . Farmer, Master 
of estates. . .Poor lawyer, Commanding carriage. . . 
Grotesque appearance. 

—and so on through the whole category of human 


So does the composite life of these two preeminent 
sons of February demonstrate that immortal achievement 
may be the possession of any man—no matter what his 
birth. 

Will counts—not blood. The basis of all achievement 
is unflinchingness. He who is willing to suffer to the 
end achieves.—From Doorways, published by Richards- 


Wilcox Mfg. Co. 
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Nebraska Association Discusses 
“Better Merchandising” 


” ETTER MERCHANDIS- 
ING” was the theme of the 
twenty-seventh annual con- 

vention of the Nebraska Retail Hard- 

ware Association, held in Omaha 
from Jan. 31 to Feb. 3. The sessions 
were generally conceded to be the 
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most practical and profitable of any 
that have ever been held and those in 
attendance gained many ideas of prac- 
tical value. About 500 members and 
200 associate members attended the 
sessions. 

The convention was called to order on 
Tuesday morning by President George 
Bischof of Nebraska City. Following the 
usual singing and invocation came the 
annual report of the president. Mr. Bis- 
chof reviewed the past year saying that 
crops had been bountiful and that prices 
had been somewhat better than usual. 
He told of the problems that had 
confronted the retailers during the year 
and noted that there was an absence of 
complaints of unfair or unethical trade 
practices. 

Secretary-treasurer, George H. Dietz, 
Lincoln, followed the president’s report 
with his annual message. Mr. Dietz spoke 
of the various benefits derived by associa- 
tion members from its activities. He told 
of the committees that had worked for 
legislation, of the information service and 
of the financial outlook. “Viewed as a 
whole,” said Mr. Dietz, “the work of the 
association for the year 1927 indicates 
that consistent progress is being made, 
and that the growing strength and prestige 
of the organization is generally recognized. 





We anticipate that the coming year will 
see still further progress and growth of 
membership interest in association activi- 
ties.” 

Rivers Peterson, editor of Hardware 
Retailer, speaking on “The New Era in 
Merchandising,” warned the delegates that 
it was necessary for them to adjust their 
business to meet the changed business con- 
ditions. He said that some dealers seemed 
to have an erroneous idea that they had 
the exclusive rights to sell certain types 
of merchandise and if some one else sold 
the same merchandise, it was unethical 
business. He urged that a representative 
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stock be carried in every store and said 
that the retailer who helps himself to all 
available merchandising aids, will be able 
to meet all competition. A discussion fol- 
lowed Mr. Peterson’s talk, after which 
the session was adjourned. 

On Wednesday morning Hamp Wil- 
liams, Hot Springs, Ark., was present, and 
spoke in his interesting and forceful man- 
ner. In part he said: “We can learn the 
condition of the trade, if we will only 
analyze the news of the day. Five hun- 
dred employees in an English factory will 
soon be out of jobs, so the newspapers 


tell us, due to a merger of firms. A drug 
chain is planned for Egypt. Four hun- 
dred thousand graduates are leaving 


schools and colleges each year, therefore 
continually changing the consumer mar- 
ket. ‘We are eating less and riding more,” 
said Mr. Williams. “In olden days we 
had more time for work and less for 


pleasure.” 
“The retail hardware business,” Mr. 
Williams said, “even after arranging 


stores according to Hoyle, is still not get- 





ting the business.” He cited example of 
buying a stenographer’s note-book at chain 
store, and surprised to get it for a nickel. 
He paid $1.00 a dozen for those used in 
his store—sent his employee to the chain 
store to buy five dozen for use in his own 
store. The chain store representative was 
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perfectly willing to sell him five dozen— 
the goods, he said, is here to sell, and is 
not a leader. To maintain our stores we 
must be able to make buying connections 
which will permit us to compete on a price 
basis. 

“The chain stores,” he asserted, “were 
responsible for getting the retailer on his 
toes, for getting him to read trade jour- 
nals, and study merchandising intensively.” 

At the conclusion of Mr. Williams’ talk 
a committee reported on “Merchandise and 
Merchandising.” This committee, com- 
posed of Fred Ebinger, chairman, Plain- 
view; C. C. Johnson, Omaha, and L. F. 
Holloway, Fremont, presented an instruc- 
tive report, the main points of which are 
as follows: 

The retailer serves as a community pur- 
chasing agent and the consumer’s needs 
and desires determine what stock shall be 
carried. As old hardware lines become 
obsolete, new lines must be added. 

The present prices are almost double 
those of pre-war times and that a concen- 
tration on fewer lines enables the retailer 
to offer better prices. 

An ideal stock secures rapid turnover 
but supplies legitimate needs of consumer. 
It is important to eliminate non-essential 
lines and to watch the trend of sales. Dis- 
play was said to be a very important factor 
in present-day selling. Personality should 
be developed for each store. 
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A discussion followed the reading of the 
report and afforded the members an op- 
portunity to bring up many subjects which 
were threshed out. 

Wednesday afternoon was devoted to the 
annual meeting of the Nebraska Hardware 
Mutual Insurance Co., with President 
M. O. Trester, Lincoln, presiding. 

At the Thursday morning session, “Busi- 
ness Control” was presented by Rivers 
Peterson. Business, he maintained, was 
practically a battle for a nickel, for if 
every dealer could keep five cents out of 
every dollar sale, his success was assured. 
With the aid of N.R.H.A. work sheets 
and charts, the members with Mr. Peter- 
son’s help, worked out figures for the con- 
ducting of business in an average store. 
They were shown just what to do, where 
to cut down, etc., if a certain income was 
desired. 

Speaking on “Personality as a Factor In 
Business,” Charles Fordyce, of the Uni- 
versity of Nebraska, who followed Mr. 
Peterson, stressed the value of the pre- 
ceding speaker’s address but believed that 
success in business was not based entirely 
on training and experience alone. Person- 
ality, he maintained, played an important 
factor in winning customers and patronage 
and eventually success. Personality, he 
said, is a composite of mental, physical 
and moral man. Our experiences are con- 
tinually forming this personality, and it is 
an important factor in either drawing cus- 
tomers or causing them to shun meeting 
us. In these days when profits are small 
and competition is strenuous, we yield to 
discouragement, brood over difficulties and 
make it more difficult to correct the prob- 
lems. What we need in business is physi- 
cal, mental and moral poise. Mr. Fordyce 
illustrated his remarks with moving pic- 
tures. 





The last day of the convention was a 
busy one for delegates, speakers and 
guests, as many things occurred of im- 
portance and interest to all. 

“Arrangement and Display” was the 
first subject to be brought up at the morn- 
ing session. A committee, composed of 
C. Ranslem, chairman, of Scribner, Neb.; 
Charles Lehmkuhl of Wahoo, and F. W. 
Arndt of Blair, brought in an instructive 
and valuable report, in part as follows: 

Any consideration of the subject of Ar- 
rangement and Display must necessarily 
take note of the fact that merchandising 
methods have changed and that the con- 
sumer’s buying impulses have also changed. 
People are no longer attracted merely by 
the use to which an article may be put. 
Its attractiveness is also an important fac- 
tor in increasing the salability of merchan- 
dise. Not only must the merchandise itself 
be attractive but it must be attractively 
displayed. Our efforts in this connection 
should no longer be confined merely to 
show windows but all the sales space must 
be arranged with a view to satisfying 
consumer buying impulses. 

The committee brought out the advisa- 
bility of having all lines accessible but still 
planning the store with an idea to en- 
courage the customer to voluntarily wander 
through as much of the sales space as pos- 
sible. The value of having an attractive 
front to the store was stressed and that 
the entrance doors should never be less 
than 3 ft. 6 in. in width. Inclosed show 
windows were advised as was the use of 
display tables. 

In concluding, it was said that the hard- 
ware retailer who is finding competition 
so keen and hard to combat, must have a 
store so arranged that he can render quick 
and efficient service and at the same time 





provide an attractive store with a particu- 
lar appeal to the prospective customer whom 
he wishes to serve. 

Good arrangement and display aid ma- 
terially in increasing sales and for that 
reason the importance of the subject and 
the possibility for improvement in this 
connection must be studied by the alert 
merchant. With intense competition, 
every known merchandising aid must be 
used, and one of the most important of 
these is found in converting stores into 
pleasant and efficient sales rooms. 

Rivers Peterson again took the platform 
and delivered a pleasing talk on “Better 
Merchandising.” This was followed by 
the report of committees and the election 
of officers for the ensuing year. Howard 
Scofield, Lincoln, was elected president ; 
Clarence Ranslem, Scribner, first vice- 
president; Gale Lawson, Hastings, second 
vice-president, and George H. Dietz, re- 
elected secretary-treasurer. New members 
of the board of directors are G. S. Olson, 
Norfolk, and John Kresl, Omaha. 

An unusually large number of delegates’ 
wives were in attendance at this conven- 
tion. An elaborate program of entertain- 
ment was. prepared and_ thoroughly 
enjoyed, including teas, theatre parties, 
bridge parties and several other interest- 
ing entertainments. 

The Hardware Exposition at the Mu- 
nicipal Auditorium was a great success. 
The entire display space was divided into 
booths, 113 all told, and everything sold at 
a hardware store, from a power lawn 
mower to seeds, was on display. The ex- 
position was open to members from 1 p. m. 
to 6 p. m. daily and on the opening night 
to both members and the general public. 
It was the consensus of opinion that this 
exhibition awas the most representative one 
ever staged by the Nebraska Association. 





Coming Hardware Conventions 











AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION 
Jotnt ConveNTION, Edgewater Gulf Hotel, Edgewater 
Park, Miss., week of April 16, 1928. Charles F. Rock- 
well, secretary-treasurer, 342 Madison Avenue, New 
York City. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


LovuIsiIANA RETAIL HARDWARE IMPLEMENT AsSO- 
CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MississipPpI RETAIL HARDWARE AND IMPLEMENT 
AssociATION CoNVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 


NATIONAL Retart Harpware AsSOcIATION CON- 
GRESS, Boston, Mass., June, 1928. H. P. Sheets, secre- 


tary-treasurer, 130 E. Washington Street, Indianapolis, 
Ind. 


South Dakota Retatt Harpware ASSOCIATION 
CoNVENTION AND ExuisiTION, Coliseum Building, 
Sioux Falls, Feb. 28-29, March 1, 1928. C. H. Casey 
secretary, Nicollet at Twenty-fourth Street, Minneapolis, 
Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


SouTHERN HARDWARE JoOBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Joint Convention, Edgewater Gulf Hotel, Edgewater 
Park, Miss., week of April 16, 1928. John Donnan, 
secretary-treasurer, Richmond, Va. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 9, 10, 11, 1928. 
Headquarters, Amarillo Hotel. C. L. Thompson, secre- 
tary-treasurer, Canyon, Tex. 
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E. P. LEWIS 
Re-elected President 
Oregon Association 


Oregon Retailers Hold Successful Twenty-Second 
Annual Convention 


ORE than one hundred 
M Oregon retail hardware deal- 
ers attended the sessions of 

the twenty-second annual convention 
of the Oregon Retail Hardware & 
Implement Dealers Association, held 
in the Multnomah Hotel, Portland, 
Ore., on Jan. 31, Feb. 1 and-2. It 
was a successful convention from 
every aspect and the members re- 
turned to their homes, feeling well 
repaid for the time spent in Portland. 
President E. P. Lewis, Marshfield, 
opened the convention on Tuesday 
morning and following the invocation 
and musical numbers, the delegates 
were greeted and welcomed to Port- 
land by its Mayor, Hon. George L. 
Baker.- Brief remarks of apprecia- 
tion were made by George H. Young, 
sales manager of the Marshall Wells 
Co. and Osgood Murdock, associate 
editor of Hardware World. Secre- 
tary E. E. Lucas in his annual report, 
showed that the association was pro- 
gressing along many lines. In his 
annual message, President Lewis 
urged the importance of group meet- 
ings and told of their success in many 
communities. Dale Strong, editor 
and publisher of The New West 
Trade, Spokane, Wash., opened the 
afternoon session with an excellent 
address. Speaking on “The Great 
Water Romance,” he called attention 
to the hydro-electric power of the 
United States, 45 per cent of which 
is located in-the Pacific Northwest. 
He predicted that many great de- 
velopments were in store for that 
territory. 
National 


President R. J. Atkinson, 





Brooklyn, N. Y., in his address on “Mer- 
chandise and Merchandising,” called on the 
retail dealers to put aside their conserva- 
tism and prejudice and to learn from the 
chain stores and others who blaze the way 
in modern business. “Selling is the foun- 
dation of all business, and sales make busi- 
ness; so they should come first,” said Mr. 
Atkinson. “If note paper will sell, put 
it in, just as I saw it being sold in a hard- 
ware store in Seattle the other day. ‘How 
best to sell it?’ is the question that each 
must ask himself.” 

A question box discussion followed Mr. 
Atkinson’s talk. At the close of this ses- 
sion the implement dealers met and thor- 
oughly discussed their problems, generally 
agreeing that a better established list price 
and more favorable terms would make the 
handling of implements miore profitable. 

The feature of the Thursday morning 
session was an address by C. G. Jennings, 
president of the Jennings Hardware Co., 
Tacoma, Wash. Mr. Jennings chose as 
his topic “Arrangement and Display.” 
Following the reading of the general prin- 
ciples and recommendations on this sub- 
ject from the report of the N. R. H. A. 
Congress, he explained his own methods. 
In speaking of advertising, Mr. Jennings 
advised the delegates to make a definite 
budget for advertising and stay within the 
set limit. He also suggested that wherever 
possible the store front, delivery wagon, 
etc., be painted the same color, to distin- 
guish and associate the dealer’s store with 
the color arrangement. 

Secretary Lucas closed the session with 
an address on “Fire Insurance and Fire 
Prevention.” 

“The New Competition” was the topic 
of the address which opened the afternoon 
session. A. L. Jameson, president of the 
Jameson Hardware Co., McMinnville, in 
speaking on this subject, dwelt particular- 
ly on the three sets of five recommenda- 
tions of the Hardware Council in its book- 





let, “Trade Betterments.” He urged the 
members to invest their personality as well 
as their capital in their business. 

The second address of the afternoon was 
by Dr. W. J. Hindley, a noted lecturer and 
convention speaker, who has never been 
absent from the list of speakers since the 
Oregon association was founded. Dr. 
Hindley spoke on “The Circle, The Cycle 
and The Circus in Modern Business.” It 
was his contention that the former theory 
of the cycle and the pre-ordination of 
business trends had been mastered by mod- 
ern business methods. He pointed out the 
law of the circle is inviolate, and intro- 
ducing the circus, the speaker referred to 
the value of bally-hoo. “In competition to- 
day we have the greatest organized bally- 
hoo that the world has ever known. Hu- 
man, nature loves bally-hoo,” said Dr. 
Hindley, “and the successful merchant will 
employ it and ally himself with it.” 

The last days sessions were less strenu- 
ous than those of the previous days. Fol- 
lowing the reports of the committees came 
the election of officers. E. P. Lewis, 
Marshfield, was again reelected to the 
presidency. E. A. Franz, Hood River, was 
made vice-president, and E. E. Lucas, Spo- 
kane, reelected secretary and treasurer. 
The executive committee consists of Geo. 
E. Allen, Salem; C. G. Bracher, Pilot 
Rock; W. E. Brock, Pendleton; A. C. 
Hubbard, Medford; W. A. Hudelson, 
North Powder; Geo. Jameson, McMinn- 
ville; J. B. Little, Portland; J. R. Whar- 
ton, Roseburg, and B. A. Kendall, Red- 
mond. 

President Lewis conducted an experience 
meeting and talked on Business Control, 
with the aid of the N. R. H. A. work 
sheets and charts, which closed the morn- 
ing session. 

In the closing session N. R. H. A. 
President R. J. Atkinson again took the 
platform, and in speaking on “The Future 

(Continued on page 53) 
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ND now come the transfer pictures that amused you 
during your school days, to help you to sell paint 
and unfinished furniture. It is true that the trans- 

fers that we are talking about are “grown-up,” in that 
they are better made, more artistic and cost more—but 
basically they are the same as those sheets we paid a few 
cents for and used to decorate our school books and the 
girl’s hand. 

In this grown-up stage the transfers are called decal- 
comanias, and they have become a considerable article of 
commerce. Those cheap pictures we once played with 
were made in Germany and so are many of the better 
sorts used commercially in this country for many years. 

Recently, however, some American firms have devel- 
oped strictly American designs and this has greatly in- 
creased the appreciation of the “decals,” or transfers, for 
decorative use. 

The designs are varied, including everything from the 
black silhouettes to elaborate, delicately colored floral de- 
signs, the dignified classics, decorative ships in black and 
colors, and from the small trade-mark designs so familiar 
on tool handles and metal goods, to the large signs used 
on mail wagons and gasoline tanks. The latter are 
usually bright gold let- 
ters on a background — 








Decalcomanias 


Old time “transfers” are now the vogue 
as decorations for furniture in the mod- 
They are well designed and 
easily applied. 


Again 





play card is arranged on which is shown the various de- 
signs included in the stock and a place is made to display 
a can of paint or lacquer of the brand you sell to con- 
nect the paint and transfer idea. 

One objection to home painted furniture is the large, 
unbroken colored surfaces. A table all in green looked 
like a lot of green, most too much for the average house- 
wife. But when this surface is broken by an appropriate 
design it is very different indeed. 

One of these $15 assortments—the retail value is $30 
—contains fourteen designs. Two are handsomely col- 
ored parrots, two elaborate floral designs of 8 to 12 in. 
spread, two are single roses, one an oriental scene, two 
dignified classics, one two-parrot design, a nursery pic- 
ture, a bouquet of roses and a ship with red sails. 

This layout would seem to be equal to all occasions 
but the distributor has an exchange department and if 
the dealer cannot sell any of the designs, others will be 
sent to him. 

“Decals,” or transfers, do not require special treatment 
except that they be kept dry, flat and free from dust and 
be handled as little as possible. Hach design stocked is 
shown in colored reproduction one-fourth the size of the 

original. The dealer 
aT , uses the reproduction 





of the red tank, warn- 
ing of danger. 

By the way, any 
hardware dealer who 
is interested can have 
a “decal” trade-mark 
for his own use on ar- 
ticles he sells at an al- 
most nominal cost. We 
bought a hammer the 
other day with the 
maker’s trade-mark on 












CARD TABLE ~: 
PAINTING WEEK 


to show the customer 
Every precaution 1s 
taken against loss on 
the part of the dealer. 
A new feature of 
transfer merchandis- 
ing is the specialty, 
“like the “Card Table 
Week,” illustrated on 
this page. This is a 















one side of the handle - 
and the dealer’s name 
on the other, and it 
was difficult to tell 
which was the best done. Also, we bought some of this 
new colored enamelware with a dealer’s name on each 
piece, a handsome “decal” design. 

But getting back to the designs that help to sell paint 
and unfinished furniture. These come in all sizes and in 
a wide variety of design. The manufacturers and dis- 
tributors have some unusually flexible policies for their 
distribution. 

One distributor makes up a $15 stock that has proved 
suitable for the hardware store in smaller cities. Several 
paint manufacturers are urging their dealers to include 
this assortment in their stocks of paint. A special dis- 


the decalcomania for the card table. 


“.<) SAME WITH TRANSFER PICTURES cil erie. A ape 

H ackage oO our 

— _——~ card - hand transfers 

Here is a poster which, printed in red and black, calls attention forcibly to is prepared and is 


sold for 25 cents. The 
dealer is supposed to 
do his part by advertising the feature and to sell as many 
new card tables as possible and to urge the redecoration 
of old ones. This idea has proved quite a hit in severa! 
communities. There is a special preparation which en- 
ables the customer to use the transfers on cloth. And 
we ought to mention the monograms for automobiles. 
They are old English letters done in gold leaf and are 
easily applied at only a small part of the cost of hand 


Note the examples in the corners. 


painted initials on the car door. 
Decalcomanias are the sort of thing that is very likely 
to become vogue in a community. ° 
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NCREASING the volume of sale of paint rests 

largely upon getting the paint satisfactorily applied 

to the surface for which it is intended. People gen- 
erally, inquiries reveal, are fully appreciative of the 
value and beauty of paint. The question that stands 
between the thought and the purchase of paint is: “How 
can we get this paint applied at a cost which we can 
afford?” 

The paint merchant who solves this problem opens 
the way for immediately increased volume of paint sales. 
Here is one suggestion : 

That the paint merchant buy a portable spray paint- 
ing outfit at a cost of something less than $400 and 
rent it to people in 
his community with 
large surfaces that 
need saving. 

His probable cus- 
tomers are owners of 
medium sized indus- 
trial plants, owners 
of farms with large 
barn equipment like 
dairy barns, owners 
of grain elevators 
and other large 
buildings, and own- 
ers of groups of ten- 
ement houses. 

The owner of the 
large industrial plant 
is omitted from this 
list hecause he 
should have a ma- 
chine exclusively for 
his own use. Any 
manufacturing plant 
that turns out a 
painted product can 
hardly afford in to- 
day’s competition not 
to use such an outfit. 
The same outfit can be used to paint manufactured prod 
ucts and the plant itself. 











Residence painting requires 20 to 40 per cent brushwork, per 
according to color scheme used. 








Shoo 


Labor saving 
equipment 
should greatly 
increase paint- 
ing of rural 
buildings. 


Spray painting is not new, although its uses and eco- 
nomics are not well known. Spray painting has been in 
development since 1869, we learn from a pamphlet “The 
Spray Painting Machine,” by G. B. Heckel, Secretary, 
Educational Bureau, American Paint and Varnish Man- 
ufacturers’ Association, and published by that body. 

Mr. Heckel carries the story from 1869 to today. The 
first machines, he says, were wasteful. They were 
adapted white-washing machines and were not the air- 
atomizer of today. The first big job of spray painting 
was the Chicago World's Fair buildings in 1893. 

Today several manufacturers of spray machines assert 
vravely that one machine will do the work of five 
painters and do it 
better, especially on 
rough surfaces. 
Mr. Heckel says “‘it 
is admitted by all, 
including the most 
virulent opponents of 
the machine, that for 


rough surfaces, 
whether of wood, 
concrete, stucco, 


stone, brick or metal 
and for. surfaces 
inaccessible to the 
brush, the spray 
painting machine has 
no competitor.” 

The same author- 
ity quotes Dr. Stark- 
loff, the veteran 
Health Commis- 
sioner of St. Jouis, 
as follows: 

“It has been found 
by actual bacteriolog- 
ical count that 75 
cent fewer dis- 
ease organisms ad- 
here to a_ painted 
wall where the paint has been forced into every crack and 
crevice by the spray method of painting than when 
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Up Lint Volume 


painting is done in the ordinary way. This method of — which in a degree contribute to this economic situation. 
painting is found to be especially effective in our hos- “Obviously it becomes imperative that this economical 
pitals, where the frequent and regular painting has and efficient labor-saving device—the spray-painting ma- 
become part of the modern medical and surgical creed. chine—be introduced on a much wider scale in the paint- 


What a tribute to good painting! 

Spray painting, like the use of lacquer, 
probably got its biggest push into public 
notice from the automobile industry. 
There was a time when it required four 
weeks or more and many coats of paint 
and varnish to finish a closed car. When 
the automobile demand reached the amaz- 
ing proportions of present years and pop- 
ular taste turned from the open car to the 
closed body, the manufacturers were ap- 
palled by the demands for floor space for 
the painting department. 

It seemed impossible to meet the public 
demands for cars and supply space for 
each car during the long painting process. 
A quicker method was demanded. It was, 
of course, forthcoming—for necessity is 
still the mother of invention. 

Many minds were centered upon the 
problem and the combination of lacquer 
and spray machines solved it. Now the 
closed car is painted is as many hours al- 
most as formerly days. 

Today the situation with the property 
owner who has a house or group of houses 
or buildings to paint is somewhat similar. 
The situation as to painters is not reas- 
suring. The following figures have been 
widely printed and were part of a state- 
ment made at the time of the recent con- 
vention of the several paint associations 
at Atlantic City by William J. Pitt, secre- 
tary of the Spray Painting and Finishing 
Equipment Manufacturers’ Association : 

“Unfortunately, as the 1920 census 
showed, there was a decrease of 25,000 
painters, compared with the 1910 census, 
with only one apprentice to 153 painters ; 
moreover, 41 per cent of these painters 
were above 45 years of age at that time. 
The situation has become more acute year 
after year in the painting craft. This, 
with the shortened hours of labor per day, 
the five-day week, which is becoming stan- 
dard, the restricted immigration law, the 
absorption of young men by our modern 
industries, the trend of the youth of today 
to the white-collar position or blind alley 
job offering high immediate pay without 
training but a poor future for advance- 
ment, and the decreased efficiency and lack Four standard types 
of apprentice training of many in the paint- of well designed and 
ing craft (a constant worry to con- manufactured spray 
tractors) are only some of the factors guns. 


ing of buildings and structures, and in the 
rural agricultvral sections, if the pubiic 
is to be properly served, a great nationa! 
economic loss avoided, and the past rate 
of growth and progress of the paint and 
varnish industry maintained.” 

After reading this do you wonder that it 
now costs $400 to paint a house that the 
present owner can remember when it was 
painted for $150? 

Also, can you wonder that many mei 
whose daily occupation is far from that of 
wielding the paint brush are painting theit 
own houses because of their pride in the 
home? In many cases these men are 
prompted to do this more because the 
supply of painters is not sufficient to handle 
the job WHEN they want it done. 

Certainly more houses would be painted 
if the job could be done within a reasonable 
period of the date set by the house owner. 

The situation with the building owner 
today is not unlike that of the automobile 
manufacturer of a few years ago. He 
wants the right to paint when he wants to 
and at the time to protect his property, but 
he thinks he cannot afford to pay the price. 
Unlike the manufacturer, the relief is 
waiting for him; for the same development 
that saved the situation for the manufac- 
turer will solve the building owner’s prob- 
lem. The necessary thing to do is to carry 
this information to him. 

The reason news of this great possibility 
has not previously reached him is more or 
less obvious. There are not many spray 
machine manufacturers and since the au- 
tomobile manufacturer discovered the ad- 
vantages of this equipment, these manu- 
facturers have been quite busy meeting the 
quickly developed demand. This demand 
has not only been for equipment to spray 
automobiles, but to spray many kinds of 
manufactured equipment, including most of 
the lower priced furniture. A page in a 
spray machine manufacturer’s catalog 
shows pictures of his equipment being used 
for spraying heavy insulating varnish on 
electrical generating equipment, baking 
enamel on auto parts, primers and second 
coats on iron tanks, lacquering porch fur- 
niture, enameling kitchen furniture paint- 
ing freight and passenger cars and heavy 
machinery. 

Also these machines are generally used 
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for painting the interior and exterior of large factories, 
dairy barns, hospitals, large educational buildings and 
the like. One reason for using them for factory interior 
painting is that they cause so little disturbance and the 
job is so quickly done. Often in the case of high ceil- 
ings, these are painted without disturbing the factory 
operations on the 
floor below. In 
some cases it is 
not necessary to 
use protecting 
cloths. 

This demand 
is being fairly 
met and the ma- 
chine manu fac- 
turers are ready 
to undertake de- 
liveries in new 
fields. Naturally 
the tremendous 
rural painting 
job appeals to 
them. It is the 
belief of these 
manufacturers 
and many paint 
manufacturers 








stances bearing on the question of cost are taken from 
Mr. Heckel’s pamphlet. 

A school board experience related by Mr. Heckel is: 

“We rented a machine from a local baker and, after 
a short trial, purchased a complete one-unit outfit. We 
continued during 
the summer to 
use both ma- 
chines. With the 
help of two men 
to operate the 
spray guns and 
three helpers, we 
completely dec- 
orated the in- 
teriors of these 
six large build- 
ings, including 
the Senior High 
School. 

“Before we 
began the work 
with spray guns, 
we had _ specifi- 
cations prepared 
and_ requested 
the painting con- 


that the wider tractors in town 
use of these to bid on -the 
machines will work. We re- 
mean that thou- A swinging scaffold is easily moved and permits the operator to work ceived some 


sands of farm rabidly on rough surfaces. 
buildings being 
wasted for want of paint protection will be painted. 

What will this mean to the building owner? The 
average farmer or home owner cannot, of course, afford 
to own a proper sized machine to do good work for his 
own use. So in the following calculations, the rental 
of a machine will have to be added. We are unable to 
find figures that include rental of a machine. 

It is generally estimated that 70 per cent of the total 
cost of painting the average residence at city wage costs 
is for labor. It is also estimated that 70 per cent of the 
labor of painting an average residence can be done with 
a spray machine. There will be a variation of 10 to 20 
per cent in the latter figure according to the style of 
the house and the color demands. 

It is estimated (and this is what counts) that the 
part of the labor done with a spray machine will be 
reduced to one-fifth of the hand labor cost. One manu- 
facturer puts it more graphically in a sales pamphlet 
called “Better Than Five Men” in this form: 

To Apply $1 of Paint Labor Cost 
Hand brush method $2.30 
Air brush method 


cektetin sad och ners teed $1.84 or 80% 

The same 
manufacturer 
presents these 


Saving 









Comparative Speed 


a tend, Brat | graphic charts 
to illustrate his 
method : 

School boards 
have taken ad- 


vantage of the 
spray gun for 
work and _ the 
following in- 











Here the sign is left well defined. 


nine or ten bids 
for the work on 
the six buildings, ranging from $8,375 to $9,667 for the 
work, complete, the painter to furnish labor, materials 
and equipment. At the completion of the job, we found 
our total expense, which included rent for each of the 
two machines and al! labor, materials and equipment in- 
cluding electricity and all other items, to be only 
$5,521.55, making a saving of $2,848.95, figured on the 
price of the lowest bidder. 

“We found the spray gun used about 50 per cent more 
paint on one coat than putting on by brush but we also 
found that the one coat will cover as well as two coats 
with’ the brush, thus resulting in a net saving of 25 
per cent of the paint. Everyone (even painters who 
were not friendly with the spray gun), who has seen the 
decoration, agrees that the paint is more evenly applied 
and looks better than it would if put on by brush. Our 
experience proves that one man with a spray gun, on the 
average, can do as 





much work as 
four or five skilled sintaecdeniaine “ 
painters with 
brushes. Seving 
“The most re- ; 
Air Brush 3 


markable showing 
by the spray gun 
was made in our 








Senior High 
School Assembly 
room. The last 
time it was paint- Que ef mea 
ed by hand six Paint raven 


men worked six 
days to complete 
(Continued on 


page 83) 





Air Brush Saves 60-80% on Labor 
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Down in Brunswick, Ga. 


This hardware merchant not only overcame the painters’ 
prejudice against factory made paints but made them 
boosters for the idea 


IGHT years ago every other 
master painter in the town of 
Brunswick, Ga., mixed his own 

paints with dry colors, lead, a mix- 
ing paddle, etc. Today less than 10 
per cent of this same group are doing 
their own mixing. Practically all of 
those in that small minority are the 
older men in the business, the younger 
crop of painters more quickly sense 
the advantages of ready mixed paints. 

A major part of this change came 
through the efforts of the Brunswick 
Hardware Co. which was started in 
1920 as an incorporation with the 
following officers, president, R. Y. 
Smith; vice-president, G. H. Walker 
and secretary-treasurer, R. A. Gould. 
The last two are the active merchan- 
dising heads of the concern. The 
present paint trade of this store runs 
between $10,000 and $15,000 per 
year. Secretary Gould has been par- 
ticularly active in the building of the 
paint business. This is really his 





Two views of the paint department of the Brunswick Hardware Co., Brunswick, 


story. Ga. Note the way the paints are arranged according to size. They are also 


“In the beginning,” says Mr. 
Gould, “we recognized the prejudice 
of the master painter. He had little or no reason for 
insisting on the old hand mixing methods of preparing 
paints, it was really a tradition but one which was firmly 
rooted in his mind. We made a list of all local painters, 
visited them and found that only 50 per cent of them 
used manufactured paint. We found out their reasons 
for doing so, learned their usual service charges on jobs 
and immediately began to swing business their way at 





arranged according to colors. 


the same time building a substantial sale of paint on 
these and other jobs of the same painters. We adver- 
tised paint and talked painting. In the building boom 
periods of course there was plenty of work and plenty 
of painting. We asked the hand mixing crowd why 
they didn’t use ready made paints and received only semi- 
satisfactory information but nevertheless we concen- 
trated on these fellows drumming home the story of the 
advantages of factory paint. 

“Of course, these are the scientific and thor- 
ough mixing of highest quality uniform in- 
gredients, the precision which comes only in 
laboratories, the convenience and economy not 
alone of time but of the actual amount of 
paint used, on the same surfaces. Our first 
results came with the younger element. Many 
of them had little or no natural talent for 
matching colors or mixing paints but did so 
because of the useless and worn out tradition 
of their trade. They quickly lined up with 
our service on the supply end and soon began 
to appreciate the many jobs we were able to 
send in their directions. 

“Without knocking anybody’s methods we 
pushed hard in Brunswick the story of fac- 
tory made paints and told in ads, in letters and 
in conversation the advantages in the manu- 
factured product. People soon became inter- 
(Continued on page 60) 


49 





4 
i 
4 
| 


aE 


na LT 


ns scree 

















50° HARDWARE AGE for FEBRUARY 23, 1928 


os vifess Sea 
The rising ride ot coh 











fe Exes 


(heerful Schemes for Your Bedroom: 











Davis Seat o. 0 ky woewmtes 





Color in the Home pages from women’s magazines will stimulate 4 


interest in your paint window displays 


any Editors 


Are Writing Your 


S 


Magazines reaching the consumer will tie-in well with 
your own advertising and help boost the sale of paint. 
Customers are being educated to use more color. 


HIE dealer who sells paint has a real opportunity 
to increase his sales by tying his store in on the 
vogue for color. One of the most effective ways of 
promoting the color idea and tying it up with paint is 
through well arranged window displays, an advertising 
method that always brings results when well done and 
one that happens to be particularly well adapted to paint. 

The color appeal is doubly effective because it is being 
stressed by the paint and varnish industry’s cooperative 
organization, Save the Surface Campaign, both in its 
national advertising, and the advertising matter which 
it furnishes for individual use, including a new Save 
the Surface window display. 

The color wave has literally swept the country. Exte- 
riors of houses that were without exception of common- 
place color now have gay roof, trim and even body 
treatments. Interiors have been even more widely af- 
fected, for the interior that lacks gay color is completely 


out of fashion. Walls, woodwork, floors, furniture, 
hangings, slip covers, rugs, and upholstery alike have 
yielded to it. 

Every store that you enter shows the popularity of 
color in furnishings. Practically every magazine that 
you pick up has at least one prominent article on the 
color vogue. 

The dealer who arranges a display in his window to 
call to the attention of his customers the very close 
connection between this fashion and paint, will do much 
to increase his sales. A very effective exhibit can be 
made with tear sheets from current magazines which 
your customers are reading. Such magazines as the 
Ladies’ Home Journal, House and Garden, Country Life, 
Good Housekeeping, McCall's, Garden and Home 


Builder, Arts and Decoration and others that your cus- 
tomers see regularly, are publishing articles regularly on 
such subjects as painted furniture, painted wall finishes, 

















en a 


the importance of color in the decorative scheme, new 
effects produced with lacquer, etc., etc. 

Many of these articles are direct paint promotion, 
prepared by 


_ HARDWARE AGE for FEBRUARY 23, 1928 


\ 


jun 
nr 


1. This, too, adds emphasis to the beauty appeal—it 
is lithographed in ten brilliant colors. And you have the 
added appeal of economy—surface protection. Built on 
three planes, 
three inches, 





Save the Sur- 
face Campaign. 
Others are writ- 
ten by leading 
interior decora- 
tors who fre- 
quently choose 
some phase of 
the color ques- 
tion because of 


AVE the Surface Campaign will supply you 
with a list of articles in leading current 
magazines on color and other subjects closely lights make it 
connected with paint. From tear sheets of these , 
articles you can make a window display that will 


apart, the per- 
spective is un- 
usually good. 
Holes in the 
back for electric 


adaptable for 
night use. The 
dealer’s name or 


its present oe enable you to cash in on the present vogue for any ore im- 
portance anc : a , yrint that you 
popularity. color, by tying up color and paint. Write to Cam- - ay desire is 
Articles from paign headquarters at 18 East 41st Street, New ae he a 
yottom by the 


current issues of 
leading house- 
hold magazines 


York, N. Y. 


Campaign. The 
display is fur- 
nished at cost 











will have a spe- 
cial value, not 
only because the magazine carries a certain amount of 
authority, but because the story is familiar to the women 
who buy at your store. They will see in the window an 
article which they have perhaps just read at home. This 
naturally arouses interest more quickly than something 
unfamiliar and induces a closer examination of the clip- 
ping display. Articles they have read from an im- 
personal point of view suddenly become applicable to 
their own home and their own problem of decoration 
because here are materials in their home store. 

The point to drive home in the window display is that 
paint is color. New color or new paint means moderni- 
zation. Modern wall ang floor finishes, painted or 
enameled furniture, lacquered pieces of the new style, are 
within the reach of your buyers, all for the price of the 
paint. A clipping exhibit on the one side, supplemented 
with paint products, and the new Save the Surface 
window display on the other will effectively present the 
tie-up. 

A stand or screen or simply a large pasteboard sheet 
might be used for making the clipping display. If the 
illustrations of your magazine clippings are in black and 
white, be sure that the background is in brilliant color— 
use color to make more effective the color appeal. If 
the illustrations themselves are of brilliant color, they 
may be used against a solid black background or some 
bright shade that harmonizes. 

Such an arrangement, together with the new Save 
the Surface window display, will present the most ef- 
fective exhibit that the dealer has ever had. The slogan 
on the window display makes a tie-up with the national 
advertising and with the individual paint advertising 
of manufacturers whose product you carry. 

The Save the Surface window display, illustrated 
above, will be ready for delivery at nominal price March 


This display will tie-in your store with 
the Save the Surface advertising. It 
will make the Save the Surface adver- 
tising mean more in your community, as 
your store becomes directly the repre- 
sentative of the movement. A double 
tie-in will be to get it with imprint of 
the manufacturer of your line—then you 
will have the Save the Surface idea, 
your manufacturer's name and your 
own as a unit. 


price, $1.50, and 
may be obtained from Save the Surface Campaign, 18 
Kast Forty-first Street, New York, N. Y. 

All that is said in this article about a tie-in between 
the dealer’s stock and the “Color in the Home” editorial 
pages in the national magazines applies just as much be- 
tween the advertisements in the same magazines and the 
dealer’s stock. Often it develops that a person has read 
an advertisement for a certain brand of paint and does 
not realize that this brand is sold in his own home town. 
The advertisement is fixed in the reader’s mind rather 
than the name of the paint company. 

A dealer can often cash in directly on an advertisement 
in a national magazine by placing this advertisement in 
his window display. 

Then, too there is the point that women are mainly 
the readers of these magazines and their patronage is 
desirable. The pages displayed in your window will 
meet with a ready response, when noticed by women 
passersby. And it has been tried and found to bring 
the desired results. 
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Valentine & Co. Advances 
Robert E. Mitchell 


Robert E. Mitchell has been recently 
appointed sales promotion manager for 
Valentine & Co., New York City. Mr. 
Mitchell was formerly a Valentine district 
sales manager and previous to that, had 
spent several years in advertising and pro- 
motion work. 


That Urge for Action 


In New York a paint contractor’s wife 
looks after the store most of the time. 
Along in February the retail business was 
pretty dull and the contractor was prac- 
tically without work and was spending a 
good deal of time around the store. 

So the wife concluded to try an experi- 
ment. She got a couple of stools that had 
been used in the store for years, a few 
cans of lacquer, cleared one of the show 
windows, and put herself and her equip- 
ment on display. During the next week 
she painted each of these stools about 
twenty times with many and varied, even 
astonishing, color combinations. 

The results were not especially aston- 
ishing, but they did sell paint. The painter 
says that the store had more visitors dur- 
ing the week his wife was painting the 
stools in the show window and the week 
after than is usual during the spring house- 
cleaning season. All because a woman got 
tired of just sitting around in a store. 
Her comment is: “I like action. I never 
did believe that a store was just a place 
to sit around in.” 


Care of Brushes 


A brush manufacturer tells us that most 
home work brushes are ruined by being 
put in water over long periods. He writes 
that under no circumstances should a brush 
be put in water to soak. Also, he writes 
that dealers should warn home painters 
against keeping brushes on top shelves 
of heated store rooms. The very best 
brushes, he says, will shrink if kept in 
dry heat. 


A New Interior Gloss Paint 
on the Market 


The Paint and Varnish Division of E. I 
duPont de Nemours & Co., Wilmington, 
introduced 


Det., has “Interior Gloss,” a 





ready-to-use gloss paint for interior walls 
and woodwork. It has a good luster, is 
durable and washable, easily applied and is 
smooth flowing. 


| 
| 





Interior Gloss comes in | 


six colors and white; will be distributed 
by jobbers and dealers handling the du- 
Pont line of paints. 


He had a Complaint 


A friend who lives in a small Jersey 


The painter could not do it at the time 
he desired, besides the price seemed to be 
pretty high, so he decided to paint it him- 
self. He talked it over with the dealer 
for the brand of paint that he desired to 
use and got busy. 

Painting of the body of the house was 
handled without difficulty and fairly satis- 
factory. Then came the trim, and our 
friend had decided after much study on 
a special shade of green. This shade he 
found on the samples of the firm’s paint 
that he had used satisfactorily on the body 
of the house. So he bought two gallons 
of this green. 

When he started to apply this trim, he 
found to his amazement that it was not 
‘he green that he saw on the sample. He 
went to the dealer and he could not offer 
any suggestion except to open another can. 
The home painter did, and it was the same 
shade as the one he already had started 
to use. 

He went back to the dealer, who wrote 
to the head office of the factory. No sug- 


gestion. Our friend then visited the branch 
store of the factory in New York. No 
suggestion. 


Then a neighbor suggested that if he 
would mix a certain yellow with the paint 
he would get the shade he had in mind. 
He mixed according to the neighbor's sug- 
gestion, and the right shade resulted. 

But two weeks later, to our friend’s 
amazement, the green had changed to a 
shade he did not want. 

Then our friend began a new 
gation, and he learned that this particular 
shade of green made by this f 
changes color when exposed to the air 
and sunlight, and if he had not altered 
the paint that he bought, he would have 


investi- 


Walter Morgan Co. Entertains 
Washington Paint Dealers 

On the evening of Feb. 2, Walter Mor- 

gan Co., Inc., wholesale distributors in 

Washington, D. C., for McDougall-Butler 

Co., Inc., Buffalo, N. Y., held a_ get- 


: : : | together and smoker for M all- 
town wanted his house painted last spring. | 6 d mer for all McDoug 





tactory 


had the exact shade he desired in two or | 


three weeks. 

Now our friend is wondering why the 
dealer did not know this. He is wonder- 
ing why some one in the factory’s branch 
store did not tell him this important fact. 

This spring he is going to paint all of 
his trim over, for it is sickly looking. 

Is it any wonder that this friend of 
ours is not especially enthusiastic over the 
dealer who sold him $80 worth of paints, 
or the manufacturer who does not tell his 
dealers or the sales force in his factory 
branch such important things about his line. 

We do not like stories that tell of the 
bad points, but we want to emphasize the 
necessity of “Know Your Paints.” 


St. Patrick’s Day 


St. Patricks Day comes in March—the 
17th, to be exact. Every paint store should 
put a lot of green paint and things painted 
in green on exhibition that day. Every 
day now is nearer to the spring paint sea- 
son, and you cannot afford to overlook 
an opportunity for a splash of color to 
attract attention to your paints. 


Butler dealers in that city. 

Mr. Morgan and H. C. Menagh, adver- 
ising manager of the McDougall-Butler 
company, made short speeches, after which 
the meeting was thrown open to general 
discussion. 





Clean-Up and Paint-Up Bureau 
Supplies New Dealer Helps 


National Clean-Up and Paint-Up Cam- 
paign Bureau, 243 West Thirty-ninth 
Street, New York City, is distributing to 
the trade, six cartoon-advertisements 
which are obtainable in the form of movie 





Clothes make the Man 





. Paint makes the House 














slides, mats and stereotypes. One cartoon 
is illustrated. The Bureau will supply 
any or all of the advertisements, at prices 
intended only to cover the cost of manu- 
facture and handling. 


Air and Varnish 


Exposure of varnish to air is never good 
for the varnish. Household painters who 
are planning a larger task than can be 
done at one time should be persuaded to 
buy several small cans rather than one 
largé container. Even the air in a half- 
emptied and reclosed can is not good for 





| the remaining varnish. 


The big idea is that varnish is made 
as it should be used. The maker did not 
intend that it be thinned except in the case 
of varnishing new wood. Furniture fin- 
ishers add about one-quarter of turpentine 
to varnish if used on raw wood surfaces, 
with the idea that the thinner coat will 
enter all of the wood cells instead of 


| bridging them. All later coats are applied 


with unthinned varnish. 

When varnish is exposed to air, some 
of it dries, and then trouble begins. If 
varnish must be thinned to bring it to 
brushing consistency, it should be well 
strained through cloth. Thickened var- 


| nish that is salvaged is never as good as 


it was before it was allowed to thicken. 
Varnish often is damaged by being stored 
where it is exposed to extreme cold. An 
even temperature in the store room will 
avert many complaints from varnish users. 
Users should also be advised that it 
usually better to throw away a small por- 
tion of varnish left from a job than to 


is 


| pour it back in the can. 
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—What Does It Hold For Us?” said: 
“Improved machinery resulting in mass pro- 
duction is creating a new problem in this 
country—mass consumption—which must 
invite a study of the new competition, as 
has been dwelt upon in this convention. 
There is competition within the industry— 
Northwest apples versus New England 
apples—California oranges versus Florida 
oranges. And competition between indus- 








A. L. JAMESON 











tries—lumber versus cement, etc. This 
same productive over-capacity is apparent 
in our own industry—too many hammers. 
Many small items that large selling units 
are taking in quantities are now either pro- 
duced under contract or manufactured di- 
rectly by these units. 

“Tt is true that the largest aggregate 





R. J. Atkinson, N. R. 
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H. A. President, Mrs. Osgood Murdock, and E. P. Lewis, re-elected 


President of the Oregon Retail Hardware and Implement Association 


distributors of goods are the independent 


dealers, but statistics show the great 
growth of these large distributing units— 
chains, department stores, mail-order 


houses—and if the independent dealer is 
to survive he must give his best thought 
and effort to the business. 

“Remember Mr. Babson’s first injunc- 
tion is to put your business on a safe 
foundation and to ‘get out of debt, wholly, 
if possible, otherwise reduce your indebt- 
edness as much as possible.’ This does 
not mean to curtail your business or your 
activities, but it does mean to study and 
know your business. 

“So my advice to you hardware and 
implement men is to study your business 
and know its possibilities, profiting by your 
past experience to budget your future and 





to recognize the fact that the main com- 
petition you face is a competition or or- 
ganization, and your safety and advance- 
ment lies in profiting by a community of 
interests—closer cooperation in your group 
meetings and closer cooperation with your 
sources of supply.” 

Dr. Hindley closed the convention with 
another inspirational address, “Making the 
Most of Life’s Reserves.” 

Following the last session, the members 
were entertained at an elaborate banquet 
in the ballroom of the Multnomah Hotel. 
W. O. Munsell was the toastmaster, and 
following brief remarks by the two presi- 
dents, who were present, a program of 
music and entertainment occupied the re- 
mainder of the evening. W. K. Slater was 
chairman of the entertainment committee. 








The Outlook For 1928 


As Seen By Prominent Hardware Meh 


A Thorough Examination 


“In this particular district, which is dependable mostly on the 
output of soft coal, the outlook is very good and we hope for 
quite an improvement over last year. 

“In our particular case we are making a more thorough ex- 
amination, and expect to acquaint ourselves more fully with the 
reasons why we do or do not make money, than we ever have in 
the past. 

“With this in mind and hoping to have a better understanding 
of merchandising and business control, also of improved condi- 
tions in this section, we are looking forward to a very prosperous 
year.” 

(Signed) Geo. C. Brown, Punxsutawney, Pa., 


Should Equal 1927 


“We are not overly optimistic as to any increase in profits 
except such as will come to merchants who are educated in the 
intervening time. 

“Business ought to equal that of 1927 but there will be more 
competition from sources known to us. Competition as a rule, 
does not increase profits and it is going to take still greater 
ability, to merchandise so that something will be left for the 
dealer at the end of the year.” 

(Signed) B. CurisTIANSON, Assistant Secretary, Wisconsin Re- 
tail Hardware Association. 








As Good or Better 


“We believe that 1928 will be equally as good or better than 
1927. We expect profits to be much better. Locally we believe 
that people have more money than they had a year ago at this 
time and seem to be in a buying frame of mind.” 

(Signed) Geo C. Wa.z, Walz Hardware Company, Saginaw, 
Mich. 


Expect Improvement 


“There is every reason to believe that 1928 will be a little 
better for the hardware merchants of Minnesota than was 1927. 
Agricultural conditions are slightly better, labor is fairly well 
employed, and the prospects for another good crop are good for 
this season of the year, as we have now a large amount of snow, 
which is always a favorable forecast for agriculture. 

“We do not anticipate that the political situation is going to 
upset us to any noticeable extent, and we have got well past the 
danger point in the banking situation, so that we are expecting 
to be particularly free from that malady for the coming summer. 
The prospects for new buildings, both’in the cities and rural dis- 
tricts, are good. Hand tillage implements and paint are going to 
be in good demand.” 

(Signed) Cuas. H. Casey, Manager-Treasurer, Minnesota Re- 
tail Hardware Ass’n. 
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New York’s Twenty-Seventh Convention 
A Real School for Hardware Men 


HERE are no_ superlatives 

I available in the English lan- 

guage which convey adequately 
to the reader the reaction of members 
and guests who attended the recent 
New York State Retail Hardware 
Association at Rochester, N. Y., Feb. 
7 to 10. The genial and efficient sec- 
retary, John B. Foley, has certainly 
set a pace for convention interest, 
frankness in discussion and sincerity 
of speakers. Many convention vet- 
erans have been very outspoken in 
their praise of this, the twenty- 
seventh annual convention and ex- 
hibit of the New York Association. 
The subjects considered, the contri- 
butions of the speakers, the unusually 
wide participation of members from 
the floor truthfully set a new record 
for interest in better retailing. This 
convention was a real school: for 
hardware merchants. 

Sessions and the very complete exhibit 
were at Edgerton Park, a short run from 
headquarters at the Powers Hotel. Re- 
ports from exhibitors generally were very 
encouraging. Newly elected president, 
Martin Van Dussen, Rochester, was man- 
ager of the exhibit. 

Business sessions open to members and 
guests were held each morning. The after- 
noons were devoted to visiting the exhi- 
bits. President Frank Doyle, Lyon Falls, 
presided throughout the convention. He 
called the convention to order Tuesday 
morning at 10 o’clock. Singing was led 
by Dave Harvard and the invocation was 
delivered by the Rev. Walter A. Foery of 


Rochester. . ; 
President Doyle addressing the opening 








session Tuesday morning told of the 1927 
National Congress held at Mackinac Is- 
land. He complimented HAarpwArE AGE 
and other trade journals for the prompt 
and complete reports which in some cases 
he said were delivered to members’ stores 
before they had returned. Mr. Doyle em- 
phasized the important value of local as- 
sociation work and called attention to the 
frequent reports of such activities in 
HarpwarE AGE. Commenting on current 
conditions and their relation to the hard- 
ware trade Mr. Doyle said in part: 

“Friendly business is passing. Trade is 
becoming more impersonal. Money is sent 
to concerns for merchandise, whose mode 
of spending the profits would disgust us 
in our home community. 

“Commerce is going by our door—we 
know not always where. Our little shops 
built long ago beside the stream of com- 
munity trade now often find the stream 
dammed above our site and the strength of 
its flow carried off around us. 

“In the past six years, reports show the 
average output of workers has increased 
nearly one-third. But, distribution costs 
have been lowered very little. Our field of 
labor is distribution and the big problem 
for practically all the world is to lower the 
cost of it. There is some discussion 
whether we have over-production or under- 
consumption. Can any one doubt, how- 
ever, that mass production will foster cen- 
tralized or mass buying and mass distribu- 
tion. You may note the increasing defer- 
ence to quantity in later quotations. It 
looks as if quantity may in many cases 
determine prices whether purchasing as a 
dealer or a consumer. It behooves us to 
bestir ourselves if we continue to be this 
common buyer. The prices to the con- 
sumer carry more cost for distribution in 





many lines than for manufacture or pro- | 


duction. To take an example outside of 
our line but interesting to most of us— 
the price of milk to the dairyman is now 
about 6c. per quart in our section. In 
some localities only 5c. So, the consumer 
pays two or three and a half times what 
the farmer receives. Because these prices 
are somewhat lower than for a few years 
past our New York State dairy farmers 
are having fair prosperity even at these 
prices. 

“The local merchant has long been the 
heart of the community. For some gen- 
erations he has been the bulwark of com- 
munity strength—conspicuous on_ school 
boards, as village officials, trustee in his 
church and other positions of local respon- 
sibility and honor. In a canvass, last year, 
for the average American type, of this 
country, a merchant of a small Western 
town was selected as successful in his 
business, happy in his Christian home. 

“Men who are doing bigger business may 
not be primarily different than we. They 
may merely have aroused themselves to 
sense the new situation and are cutting 
their cloth accordingly. Ambition may 
even transcend talent. Babson says, he 
knows by years of careful observation, 
that men of big success are almost with- 
out exception dynamos for work. We 
have our choice—diversion, pastimes, in- 
difference or the romance of attainment 
by work and application. And, after all, 
we will find that real satisfaction comes 
only from accomplishment.” 

Howard P. Albright, Albany, secretary, 
Eastern New York Hardware Club, and a 
State director, opened the discussion on 
Business Control, giving as a starter an 
actual record of the N. R. H. A. business 
control system as practised for several 
months in his own store. Members were 


| given pads, form sheets and pencils to 

















HARDWARE AGE for FEBRUARY 23, 1928 








work with him as he read his own figures. 
With the data entered an analysis of the 
facts was offered by the speaker. Many 
veterans of conventions expressed the opin- 
ion afterward that Mr. Albright’s contri- 
bution, based as it was on his own actual 
business records was an outstanding con- 
vention event, outstandingly frank and 
helpful. The speaker urged members to 
install some method of business control 
and said the man who took even a short 
auto trip planned with maps and guide 
books but often in his own business he 
depended on luck to carry him through in- 
stead of knowledge. Mr. Albright also 
commented on the trade paper reports on 
the Mackinac congress. 

George W. Peck, one time mayor of 
Elmira, N. Y., and now the owner of nine 
hardware stores in the State, told of his 
fifty years of progress in the hardware 
business. He urged members to read 
Harpware AGE and said he had done so 





W. H. HEFFELFINGER 
Vice-President 











for fifty years intensively and that he 
would continue to do so as long as he was 
spared. He said his present large business 
had been built up by hard work and by 
careful figuring of what he was doing, 
was not doing and should be doing. He 
said that most of the failures he had seen 
were due to cases of no books, no records 
and no knowledge of what was going on. 
Mr. Peck stressed the importance of tak- 
ing all earned cash discounts commented 
on Hamp Williams’ articles in HARDWARE 
AGE and advocated some form of extra 
compensation for employees who helped 
make business more profitable for the 
owners. 

Speaking for the field service depart- 
ment of the association, L. S. Raymond 
urged members to make the most of the 
services offered by that department. He 
outlined some of the highlights of these 
activities and stressed the importance of 
knowing your business. 

Summarizing the opening session E. St. 
Elmo Lewis, well known merchandising 
expert of Detroit, startled the audience 
with the assertion ‘that no man’s business 
is more than 20 per cent different or unique 
when compared with any other business ; 





and that no man’s business is 50 per cent 
as unique as he thinks it is. Man’s entire 
life is well standardized yet he thinks his 
business is vitally different than his neigh- 
bors. This desire to be considered differ- 
ent is usually an alibi for not adopting 
some constructive change Mr. Lewis said. 
He also said it was seldom that conven- 
tions were privileged to hear such frank 
and practical information as offered by 
Mr. Albright and Mr. Peck. 

Following the reports of officers and 
committees Harold W. Bervig, National 
Retail Hardware Association, gave a talk 
on that organization’s system of merchan 
dise control. He emphasized the impor- 
tance of having needed goods without hav- 
ing excessive stocks. A control system he 
said permits economy of stock investment 
and efficient turnover without losing sales. 
He pointed out that one reason for chain 


store success is the efficient stock contro: | 


practised by such concerns. 

Among the highlights of a modern mer- 
chandising talk by Clarence M. Carpenter, 
East Rochester, were the following: Take 
adequate care of truly hardware items, 
adjust your stock to meet modern methods 
and current demands; watch and develop 
specialty lines which fit into your market, 
such as fishing tackle and other sporting 
goods, recognize the increased buying 
radius of today, consider the women cus- 
tomers and buy from those who give you 
better prices. Mr. Carpenter said open top 
display ’ fixtures helped increase his cash 
sales. 

At this point President Doyle introduced 
James MacGregor, Caledonia, Ontario, 
Canada, vice-president of the Ontario 
Hardware Association. 

Director Edward A. Mahoney, Sche- 
nectady, offered a very practical method of 
meeting chain store competition. He told 
how he had visited nearby cities and gath- 
ered all serviceable chain store hardware 
merchandise, marked each item with prices, 
then compared these prices with his own. 
Each member present was given a type- 
written list of 50 chain store items, price 
at retail by chain store, average wholesale 
cost, quantity cost and average retail price 
of hardware dealer for similar item. The 
samples themselves were displayed on a 
table. Mr. Mahoney told how he is watch- 
ing these items and has found what he 
terms a definite lower priced market for 
many items the hardware store now sells 
at higher prices. He is seeking moderate 
price merchandise in many lines since his 
visit to nearby chain organizations. It 
was his suggestion that dealers study the 
goods sold by this competition, match up 
similar goods and cater to the moderate 
price market as well as to the quality mar- 
ket. In many cases he said the display of 
both cheap and quality lines will result in 
additional sales of the latter. 

Charles W. Ritter, Syracuse, a district 
sales manager for Pratt & Lambert, Inc., 
Buffalo, N. Y., said the market for paints 
and varnishes had only been scratched. He 
told of the great work being done by the 
Save the Surface Campaign which in its 
few years had greatly increased the sale 
of all paint and paint products. 

Suthmarizing the second session Mr. 
Lewis stressed the value of Mr. Mahoney’s 





talk particularly because this speaker had 
submerged his own personal opinion, had 
not merely complained but had actually 
gone out to find out what was going on 
and had figured out a good way to meet 
such competition. Mr. Lewis told the 
convention that big department store own- 
ers were more worried about their loss of 
business to the so-called smaller stores 
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than the latter were about the department 
store taking their trade away. 

In closing the summary Mr. Lewis said 
the only reason hardware dealers stay in 
business is because a certain number of 
people like certain stores and continue to 
buy there increasing your sales faster than 
you lose them. He urged all business men 
to analyze their lost sales. 

N. R. H. A. Vice-President Arthur C. 
Lamson of Marlborough, Mass., was the 
principal speaker at the Thursday session. 
His topic was “Organization and Manage- 
ment.” In part Mr. Lamson said: 

“Organization.and Management is a sub- 
ject on which the head of the business 
should be able to talk most interestingly 
and with great authority. Yet the fact is 
that most of us can discuss many other 
phases of our business more fluently than 
this one, which, above all others is within 
the scope of our duties. 

“You may define your organization as 
follows: Management is the head, sales- 
manship the hands and service the heart of 
business. All head and no hands and 
there would be no business. All hands and 
no head and there would be no reason for 
business. Stop the service and the heart 
of the business stops. 

“We assume that we manage our busi- 
ness and in a measure we do, but in most 
cases our actions are more or less auto- 
matic. Our work along this line is more 
negative than positive. If we see a certain 
thing going wrong, we may take steps to 
stop it, but we do plan ahead to prevent 

(Continued on page 60) 
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Westinghouse Electric Names 
Several New Executives 


W. J. Longmore has been appointed con- 
sulting supervisor of purchases, Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa.; E. R. Norris, general works 
manager of all manufacturing operations ; 
A. W. Bass, assistant to the vice-presi- 
dent; S. E. Marks, director of traffic, and 
C. G. Taylor, general purchasing agent. 
Mr. Longmore has been with the company 
since 1881, and since 1891 has headed the 
purchasing department. Mr. Norris, who 
for several years has been director of 
works equipment, began his connection with 
the company in 1892 as a general mechanic 
at the Newark works. He has been lo- 
cated since 1894 at the East Pittsburgh 
plant. Mr. Bass started-with the company 
in 1912 in charge of graphic statistics, and 
in 1921 was made director of works rec- 
ords. Mr. Marks entered the employ of 
the company in 1891 in the purchasing 
department, and since 1923 has been di- 
rector of traffic and shipping. Mr. Taylor 
became assistant purchasing agent in 1895, 
purchasing agent in 1917, and a few years 
ago was made director of purchases. 





H. W. Nieman Dies 


H. W. Nieman, who had been in the 
hardware and implement business in Ran- 
dolph, Iowa, for 15 years, passed away re- 
cently at his home in that place. Mr. 
Nieman had been ill for several months, 
but his death was not expected. 

He is survived by his widow, one 
daughter and four sons. Three of the 
sons, Roy, Henry, Jr., and Leslie, will con- 
tinue the business. 


G. F. Rauth Opens Store 


G. F. Rauth has opened a retail hard- 
ware store at 1405 West Main Street, 
Belleville, Ill. Mr. Rauth was formerly 
connected with the Belknap Hardware Co., 
St. Louis, Mo., covering southern Illinois 
for that concern. Prior to that, he was 
connected with the Witte Hardware Co., 
St. Louis. 





John S. Farley Passes Away 


John S. Farley, prominent hardware 
dealer of Milbank, S. D., passed away on 
Feb. 4, 1927. Mr. Farley was born in 
Galena, Ill., in 1856 and in 1880 moved 
to. Milbank, where he established a hard- 
ware business, which he conducted until his 
death. He is survived by two brothers, 
a sister and four children. 





J. A. Lane Dies—Father of 


Two Prominent Hardware Men 


J. A. Lane, formerly of St. Louis, Mo., 
passed away recently in Los Angeles. Mr. 
Lane was the father of A. M. Lane, presi- 
dent of Monarch Metal Weatherstrip Co., 
St. Louis, Mo., and of W. V. Lane, the 
St. Louis representative of the Segal Lock 
& Hardware Co., New York City. 


Mr. 





Lane was 70 years of age at the time of 
his death. 





Binghamton Concern Needs 
Catalogs and Price Lists 


Binghamton Plate Glass Works, 220 
Chenango St., Binghamton, N. Y., is add- 
ing hardware to its stock of paint and 
glass. The company desires price lists 
and catalogs from manufacturers and 
jobbers. 





Joseph Kaufman Dies 


Joseph Kaufman, president of the Amer- 
ican Safety Razor Corp., New York City, 
died in that city on Feb. 3. Mr. Kaufman 
was 46 years of age and had served with 
the U. S. Intelligence Bureau during the 
recent war. 





Transportation Exhibit in Phila. 
Features Graham & Dodge 
Chassis 


An _ exhibition of mechanical devices 
which aid transportation was held in the 
maintenance building of the Thornton- 
Fuller Automobile Co., Twenty-fourth and 
Bainbridge Streets, Philadelphia, Pa., Feb. 
6 to 18. Here thirty-five manufacturers 
cooperated with the company, which is dis- 
playing 148 different types of motor trucks 
and passenger cars, mounted on Dodge 
Brothers and Graham Brothers chassis. 

A Harpware AcE representative was 
met by P. S. Thornton on the opening day 
and inspected the exhibit, which is with- 
out doubt the most interesting display of 
automotive vehicles ever assembled under 
one roof. No less than 110 of the 148 
models were built and shipped to Phila- 
delphia especially for this two weeks’ show. 
Nearly every car display has interesting 
and unusual features. One model, a wire 
repair truck for public utility work, has 
a platform which in a moment becomes 
an hydraulically operated elevator and lifts 
several workmen twenty or’ more feet in 
the air and gives them ample room to make 
their line repairs. 

There were many motor trucks operating 
hammers or chisels by compressed air, 
passenger cars that magicaily change into 
small motor trucks, trucks that load and 
unload their cargoes of coal or lumber at 
no expense of human perspiration, and tele- 
phone line wagons, ambulances and other 
emergency vehicles, in addition to special 
devices used in Western oil fields. 

Robert L. Biggers, director of develop- 
ment for Dodge Brothers, who was in 
Philadelphia to assist the Thornton-Fuller 
organization in staging the exposition, 
stated that: “Recent figures compiled by 
the. National Automobile Chamber of Com- 
merce indicate that practically 3,000,000 
motor. trucks are regularly in service on 
the highways of the United States. These 
3,000,000 trucks affect the daily lives of 
every person in the country in many odd 
and curious ways. It is our purpose, in 
arranging this comprehensive exhibition, 
to show Philadelphians what we believe 
to be one of the most interesting displays 
of automotive vehicles ever assembled un- 
der one roof.” 








Norvell and Graham Speakers 
At Penn. Jobbers Banquet 


Saunders Norvell, president, Remington 
Arms Co., New York City, and Contrib- 
uting Editor of Harpware AGE, and Chas. 
J. Graham, president, American Bolt, Nut 
and Rivet Association, Pittsburgh, Pa., 
will be the speakers at the annual banquet 
of the Pennsylvania Wholesale Hardware 
and Supply Association. It will be held at 
the close of the organization’s convention, 
Hotel Astor, New York City. The sessions 
will be held Feb. 28 and 29, the banquet be- 
ing Wednesday evening, Feb. 29, at seven 
o’clock. 

Officers of this association are: Howard 
Melchior, Bright & Co., Reading, Pa., is 
president; C. B. Leinbach, same company, 
is secretary ; Geo. D. Krause, Geo. Krause 
Hardware Co., Lebanon, Pa., is treasurer ; 
Geo. A. Rick, Stichter Hardware Co., 
Reading, Pa., is sergeant-at-arms, and the 
vice-presidents are U. Grant Barr, Reilly 
Bros. & Raub, Lancaster, Pa. and T. F. 
Miller, C. H. Miller Hardware Co., Hunt- 
ingdon, Pa. 





W. A. Ives Co. Appoints 
Oscar Winter, Director of Sales 


W. A. Ives Company, Meriden, Conn., 
announce that Oscar Winter, formerly 
with the Simmons Hardware Co., St. 
Louis, Mo., as salesman and division sales 
manager, has been appointed director of 
sales for their organization. 





Armstrong Mfg. Co. Appoints 
Two Sales Agents 


Two appointments have been made to 
the sales agencies of the Armstrong Mfg. 
Co., Bridgeport, Conn. The appointments 
are for the Mid-Western territory. E. J. 
Dennis will cover Pndiana, Ohio and west- 
ern Pennsylvania, and his temporary ad- 
dress will be in care of the company. J. R. 
Kram, La Grange, IIl., will cover Illinois, 
Iowa, Minnesota, Wisconsin, Nebraska, 
Missotfri and Kansas. 





Illinois Pure Aluminum Co. 
Names New Distributor 


Illinois Pure Aluminum Co., Lemont, 
Ill, has appointed the Syndicated Fac- 
tories, Inc., Trenton, N. J., to distribute 
its line in the territory covered by the 
Trenton concern. 





Metal Ware Corp. Appoints 


Metal Ware Corp., Two Rivers, Wis., 
announces the appointment of P. C. Cloyd 
as district manager of the Chicago terri- 
tory and H. W. Smith as district man- 
ager of the Minneapolis territory. 





E. E. DeLester & Co. Move 
Into Larger Utica Quarters 


E. E. DeLester & Co., factory repre- 
sentatives and distributors, have recently 
moved into a larger and better equipped 
building at 10 Liberty Street, Utica, N. Y. 
Francis H. Effly has recently been admit- 
ted to the firm. 
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Merchandising to Be Studied 
at Coming Cleveland Meeting 


The second annual conference of the 
Society for the Interchange of Merchan- 
dising Ideas will be held in Nela Park, 
Cleveland, Ohio, on Feb. 27 and 28. Sales, 
merchandising and advertising executives 
from all parts of the United States will 
attend. 

The purpose of the conference is to 
study the facts revealed by a retail census 
of fourteen typical communities, and to 
learn what can be done by manufacturers 
and producers to enable merchants to make 
bigger profits and at the same time raise 
their standards as business men to higher 
ideals. 


Metal Specialties Mfg. Co. 
Names Two New Salesmen 


Two new field salesmen have been added 
to the staff of the Metal Specialties Mfg. 
Co., 338 North Kedzie Avenue, Chicago, 
Ill. 

E. Fautsch will cover the North Central 

territory, including Illinois, Wisconsin, 
Minnesota, North Dakota and South 
Dakota, and Davenport, Burlington and 
Dubuque, Iowa. 
«C. J. Peterson will handle the North- 
eastern territory, including Maine, New 
Hampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New York 
(east of and including Binghamton and 
Utica), Pennsylvania (east of and includ- 
ing Williamsport and Huntingdon), New 
Jersey, Delaware, Maryland and the Dis- 
trict of Columbia. : 


M. W. McArdle President 
Chicago Flexible Shaft Co. 


M. W. McArdle was elected to the presi- 
dency of the Chicago Flexible Shaft Co., 
Chicago, Ill., at a recent meeting of the 
board of directors. Mr. McArdle has been 
active in the affairs of the company for 
many years, previously holding the position 
of first vice-president and general manager. 


George J. Klein Heads 
Artistic Lighting Assn. 


George J. Klein, of the Novelty Light- 
ing Corp., Cleveland, Ohio, was elected to 
the presidency of the Artistic Lighting 
Equipment Association, 711 Graybar Build- 
ing, New York City, at the association’s 
annual convention, held recently in Cleve- 
land. 


A. F. Stoeger Catalog No. 8 


Catalog No. 8 has recently been issued 
by A. F. Stoeger, Inc., 509 Fifth Ave., 
New York City. This firm is an exclusive 
arms and ammunition importer and dis- 
tributes these products throughout the 
United States. In this catalog are de- 
scribed, listed and illustrated the many 
different types of ammunition, shotguns, 





rifles, pistols, revolvers and accessories 
which the company handles, including many 
domestic brands. 


Morse Chain Co. Advances 
T. M. Manley 


T. M. Manley, who has served in vari- 
ous capacities with the Morse Chain Co., 
Ithaca, N. Y., for about 20 years, has 
recently been appointed a district manager. 
His territory will include the Mohawk Val- 
ley, northern New York, Vermont, west- 
ern Massachusetts and northeastern Penn- 
sylvania.. Mr. Manley’s headquarters will 
be in Ithaca. 


Edison Lamp Works Aims to 
Better. Display Methods 


Better window and counter displays are 
the aims summed up in the slogan, “Out 
in Front,” by which the Edison Lamp 
Works of the General Electric Co., Harri- 
son, N. J., will stimulate its 15,000 agents 
to a nation-wide drive on lamps during the 
month of March. This campaign is the 
third of a series of semi-annual merchan- 
dising drives by the company. 


Edward P. Bishop Dies 


Edward P. Bishop, treasurer of More- 
house & Wells Co., Decatur, IIl., passed 
away on Wednesday, Feb. 1, 1928. His 
death came unexpectedly and was a shock 
to his many friends and associates. 


Dana Summers Joins 
Chicago Steel & Wire Co. 


Dana Summers has become the general 
superintendent of the Chicago Steel & 
Wire Co., Chicago, Ill. He has been 
identified with wire manufacturing plants 
for 15 years. 


Gold Medal Issues Catalog 


The Gold Medal Camp Furniture Mfg. 
Co., Racine, Wis., recently issued its 36th 
annual catalog. It contains 24 pages and 
shows the entire line of folding furniture 
in natural lacquer colors. Two new num- 
bers are shown, one of them is a rocking 
chair believed to be the first folding rock- 
ing chair ever brought out. 


F. G. Beck Resigns from 
National Carbon Co. 


F. G. Beck, who for the past 12 years 
has been the general sales manager of the 
Pacific Coast division of the National 
Carbon Co., recently resigned his position. 
Mr. Beck has been with the company for 
over 20 years. 





Important Steel Merger Forms 
Youngstown-Inland Steel Corp. 


The long-discussed 
Youngstown Sheet & Tube Co. 
Inland Steel Co. was concluded recently, 
and there now remains only the working 
out of minor details. In this merger there 
will be under one management plants capa- 
ble of producing 5,000,000 tons of steel 
ingots each year. The Youngstown-Inland 
Steel Corp. will rank next to the Steel 
Corporation and the Bethlehem Steel Co. 

The Youngstown company produces 
sheets, bars, pipe, wire products and tin 
plate, while the Inland company manufac- 
tures rails, structural shapes, bolts, nuts, 
rivets, bars and spikes. 


merger of the 
and the 


Masback Distributes Buckeye 
Line in Metropolitan District 


The Buckeye Aluminum Co., Wooster, 
Ohio, has appointed the Masback Hard- 
ware Co., 76 Warren Street, New York 
City, as the exclusive hardware distrib- 
utors in the metropolitan district of the 
Buckeye line of aluminum ware. 

The Masback organization will carry a 
complete Buckeye line at all times. 


Standard Electric Stove Co. 
Appoints J. D. Behnke 


J. D. Behnke has been appointed district 
representative for The Standard Electric 
Stove Co., Toledo, Ohio. He will cover 
western Missouri, Kansas, Oklahoma and 
southern Nebraska, with headquarters at 
Kansas City. 

Mr. Behnke formerly covered the same 
territory for the Commercial Electrical 
Supply Co., St. Louis, Mo. 


Wagner Electric Opens Branch 


The Wagner Electric Corp., St. Louis, 
Mo., announces the opening of a branch 
sales office at 475 West Peachtree St., 
N. E., Atlanta, Ga. This office will cover 
Georgia, Alabama and Florida, until re- 
cently a part of the St. Louis sales terri- 
tory. 

Roy F. Druschky has been placed in 
charge of this branch. 

The company has also opened a branch 
sales office at 1006 Washington Avenue, 
Houston, Texas. W. B. Arbuckle has 
been placed in charge of this office which 
will cover the southern part of Texas. 


Charles L. Newcomb Resigns 


Charles L. Newcomb, general manager 
of the Dean Pump Works, Worthington 
Pump & Machinery Corp., Holyoke, Mass., 
has resigned his position and is at St. 
Petersburg, Fla., for the winter. He has 
been succeeded by Hugh Benet, formerly 
with Bartlett Hayward Co., Baltimore, 
Md. 
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H. & H. Window Screen Hanger 


The Northern Hardware Specialty Co., 
Tiffin, Ohio, is placing on the market, to 
be sold through regular hardware chan- 
nels, the H. & H. Hanger for window 
screens or storm sash. The company re- 
cently purchased all patent rights for this 
product. 

The H. & H. Hanger requires no screws 





or hinges and very little effort is required 
to install it. It pulls from all corners of 
the screen, thereby eliminating warping 
and rattling. By releasing the hanger 
from the screwhook in the blind-stop, the 
screen can be swung open to an angle of 
90 deg. A hammer and pliers are the only 
tools needed for the installation. 

The hanger is made from oil tempered 
spring wire and treated with a cadmium 
plating process which insures: against rust. 


Adding-Subtracting Machine 


Direct subtraction is featured in the new 
portable adding-subtracting machine, re- 
cently announced by the Burroughs Adding 
Machine Co., Detroit, Mich. This new 
machine has a standard full keyboard, yet 
is compact and can be carried under the 
arm. Subtraction is controlled by a small 
lever on the keyboard, which can be quickly 
shifted to make the machine add or sub- 





tract. A minus sign is printed opposite 
all figures subtracted and in operation this 
one feature differentiates figures added 





from those subtracted. 


It is built in both eight and ten column 
capacities to total 999,999.99 and 99,999,- 
999.99 or to subtract any smaller amounts 
from those figures. Control keys are lo- 
cated on the right side of the keyboard in 
such position that the machine is com- 
pletely operated with one hand. 


“Chieftain” Roller Skate 


A new roller skate was recently an- 
nounced by the Kokomo Stamped Metal 
Co., Kokomo, Ind. This skate, called the 
“Chieftain” is constructed throughout of 
steel. By using concealed rust-proofed, 
steel springs, which are said to adjust in- 
stantly for turning, etc., the conventional 
rubber cushion has been eliminated. 

The steel wheels of the “Chieftain” are 
of baloon type and have a patented six 





lug lock that prevents splitting. Each 
wheel is equipped with a double row of 
sixteen self-contained and locked-in ball 
bearings, in a case hardened bearing sur- 
face. The channell truss is fully adjusta- 
ble to 1134 inches in length and the high 
steel back is fitted with both straps and 
heel leather, enabling the dealer to fit both 
boys and girls with one model “Chieftain.” 


Portable Electric Scroll Saw 


Goodell-Pratt Co., Greenfield, Mass., re- 
cently placed on the market an electric 
scroll saw, which is light in weight and 








can be placed on any table or bench; op- 
erated from an ordinary light socket. 

There are many uses that suggest them- 
selves for this saw, among them being the 
cutting of block letters for signs, cutting 
out of odd-shaped pieces of wood, restor- 
ing old furniture and for the cutting out 
of toys, ornaments, grills, etc. The saw 
is well constructed, nicely finished and 
ought to prove of value in the home and 
workshop. 





Another Presto Product 


Chamberlain-Haber Chemical Co., Cleve- 
land, Ohio, has added the Presto Dry 
Cleaner to its line of Presto Products. It 
is non-inflammable, non-explosive and the 
company says that it will extinguish flame. 
This new product has been found quite 

















effective in cleaning gloves, hats, furs, up- 
holstery, jewelry, etc. Presto Dry Cleaner 
is distributed exclusively through hardware 
channels. 


Thumb Tacks in Colors 


Domes of Silence, Inc., 21 Pearl Street, 
New York City, is manufacturing “Don- 
rus” celluloid covered thumb tacks in a 
variety of sizes and colors. 


Fumeless Drain Pipe Cleaner 


The Chamberlain Co., Pittsburgh, Pa., 
is manufacturing a new drain pipe cleaner 
without fumes known as No-Fume. It is 
recommended for use with hot water as it 
differs from Desolvo, the cold water pipe 
cleaner which the company manufactures, 
not containing the heat producing element 
that is in Desolvo. No-Fume should be 
used in hot water to obtain the most sat- 
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isfactory results. It will not injure pipes 
or fittings and can be used without re- 
moving the sink strainer. Packed in one 
pound cans. 
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Down in Brunswick, Ga. 


(Continued from page 49) 


ested, particularly those having set ideas on colors. The 
appeal on the scientific matching of colors has never 
been adequately utilized by paint merchants. 

“Today we find more than 90 per cent of the local 
master painters using prepared paints and each is a 
booster for the idea. The best jobs are going to these 
wide awake fellows and both the painters and ourselves 
are enjoying the benefits. We actually make calls with 
the painters on some of their big jobs, we help them 
handle estimates, arrange for delivery of the materials 
and help work out color schemes. This last service and 
that of helping on estimates has been particularly appre- 
ciated by the junior painters, and tomorrow they will 
be the seniors. 

“Though neither of us is a master painter both Mr. 
Walker and myself have studied paints and painting. We 
read all available literature on painting and paint selling, 
talk with the paint factories’ salesmen, experts and always 
attend conventions to rub elbows with other hardware 


men and always ask them about their paint departments. 

“Our paint department on the left hand side of the 
store is arranged according to size and then according 
to color. Brushing lacquers and other types usually 
wanted in several colors each in smaller sizes we group 
together. In fact you will note. we have a special 
pyramid display stand for the lacquers. Frequent win- 
dow displays often showing the use of lacquer on un- 
painted furniture help attract consumer interest. 

“Our constant study of paints and painting enables 
us to give our customers very intelligent advice on their 
painting problems :and enables us to win their respect 
and their business. Brushes, glass, putty, turps, paint 
brush cleaners, wall paper cleaners, and kindred special- 
ties are handy for; the extra sales in this department.” 

When we visited the store recently we noticed that 
the entire paint department was neat and attractive. 
Circulars and other manufacturers’ helps were neatly 
piled near the accessories. The stock was clean and fresh. 








New York’s Twenty-Seventh Convention 


the thing from going wrong in the first 
place? 

“Good management requires advance 
planning, the setting up of objectives which 
need to be attained during the business 
year. Here again, we need to get the facts 
on paper rather than to trust to memory. 
The well managed business of today re- 
quires some form of stock control, some 
record which will enable us to know what 
merchandise moves and in what quantities 
we are justified in buying it. 

“It seems to me that cash discounting is 
the most excellent indicator of good man- 
agement. It is not sufficient for the mer- 
chant to excuse his failure to discount, be- 
cause he does not have the available cash. 
If he is exercising the right kind of man- 
agement over his business he will go deeper 
into the matter than this, in order to find 
the cause and to remedy the situation.” 

Rockwell C. Boyce, Wellsville, urged all 
hardware -men to participate in all com- 
munity activities and to study the problems 
of proper management. 

Fred J. Dubelbeiss, Rochester, said mer- 
chants must observe changing trends, must 
consider the choices of new generation and 
must follow in their buying the trends of 
public demand. He also stressed the im- 
portance of reading trade papers and said 
he had found the telephone a useful sales 
builder. 

H. L. Emmons, Spencer, gave some 
practical hints on newspaper advertising 
for the village merchants, offered some 
examples of his own successful use of a 
local paper. He stressed the necessity of 
having human and local interest in your 
ads, a combination which he has success- 
fully used in Spencer. 

Past President Horace -P. Aikman, 
Cazenovia, told of his experiences with 


(Continued from page 55) 


tmore modern form of -display .equipment 
and store arrangement. He urged all 
hardware men to study present day meth- 
ods of display and to modernize their 
stores. 

Friday morning a special service staff 
representing Dennison Mfg. Co., Framing- 
ham, Mass., presented an unusual demon- 
stration on window display work, showing 
the use of crepe paper and the importance 
of harmonizing colors and proper light. 
This demonstration included a motion pic- 
ture film, a display talk and an actual dem- 
onstration of making rosettes, streamers, 
tubes and other incidentals which pep up 
a window display. The members tried 
their hands at making these decorations 
under the help of the Dennison experts. 
Charles .Adams, of this. company, had 
charge of the presentation. 

Then came the reports of committees 
and the election of officers for the coming 
year. Vice-President Martin Van Dussen, 
Rochester, was elected president to succeed 
retiring president, Frank Doyle, Lyons 
Falls. Vice-presidents chosen were W. H. 
Heffelfinger, Niagara Falls, and F. H. 
Sticht, Fort Plain. Secretary John B. 
Foley and Treasurer Frank E. Pelton, 
Herkimer, were reelected. Mr. Doyle was 
made a director, taking the place vacated 
by Mr. Sticht, due to his promotion. 

The annual banquet was held Thursday 
evening in the ball room of the Powers 
Hotel with President Frank Doyle as 
toastmaster. With him at the guest table 
were H. M. Demarest, newly elected presi- 
dent of the associates; Fred B. Hinchman, 
Chief Booster, New York Hardware 
Boosters; James MacGregor, vice-presi- 
dent, Ontario Hardware Association; 
Vice-President W. H. Heffelfinger, and 





the speaker, Charles Milton Newcomb, 





M. A., who gave an instructive yet hu- 
morous talk entitled “The Psychology of 
Laughter.” Dancing followed the ban- 
quet. 

There were many social activities for 
delegates and their ladies during the eve- 
nings of the convention, and for the ladies 
there was ample diversion during the day. 

Wednesday the associates entertained 
with a very unusual musical evening at 
the K. of C. Auditorium. Talent from the 
famous Eastman School of Music provided 
the program which was followed by danc- 
ing. Tuesday night the Rochester Hard- 
ware Association was host with an in- 
formal reception and dance. 


“Scruin” Lead Anchors 


A new lead screw anchor has recently 
been placed on the market by the Star 
Expansion Bolt Co., 147 Cedar St., New 
York City. “Scruin,” as it is called, was 
designed, and perfected with the idea of 
securing greater holding power although 
the installation hole may be smaller for 
the corresponding size screw. 








“Scruins” take more sizes of screws, 
grouped in a more convenient series than 
older designs. They are made in sizes, 
6-8-10 by 34 and 1% in. lengths; 10-12-14 
by 1 and 1% in. lengths; 16-18 by 1 and 
1% in. lengths and 20-22-24 by 13% in. 
The manufacturer recommends _ short 
lengths when installation is made in good 
masonry. Long lengths should be used 
in plaster or other soft surfaced masonry. 
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(Washington bureau of HaRDWARE AGE) 


Attended by about 200 represen- 
tatives of forty important distributing 
groups the National Wholesale Con- 
ference held here on Tuesday and 
Wednesday of last week under the 
auspices of the Domestic Distribu- 
tion Department, Chamber of Com- 
merce of the United States, adopted 
a resolution authorizing a thorough 
study of the problems of wholesal- 
ing. The survey will be conducted 
by four committees who will report 
to a second conference to be held 
later in the year. Chairmen of the 
committees were named as follows: 
L. D. H. Weld of H. K. McCann & 
Co., New York, Committee on 
Wholesale’s Functions and Services; 
Christies Benet, Interstate Cottonseed 
Crushers’ Association, Columbia, 
S. C., Committee on Economic Fac- 
tors Affecting Wholesaling; F. A. 
Fall, National Association of Credit 
Men, New York, Financial Methods 
in Wholesaling; Lewis H. Bronson, 
New Haven Conn., Committee on 
Practicability of Business Analyses. 


In the course of the resolution recogni- 
tion was given to the duties of the whole- 
salers, but it was added that this recogni- 
tion imposes on producers and retailers re- 
ciprocal responsibilities to produce and dis- 
tribute such stocks as the public requires, 
“when and as needed, and to so conduct 
their operations as to assure uninterrupted 
supplies with due economy.” 

In spite of sweeping changes in the field 
of business, the development of hand-to- 
mouth buying and the rise of other agen- 
cies of distribution, such as the chain store, 
the unanimous conclusion was reflected in 
the discussion that wholesaling is an es- 
sential function of business and will not 
be displaced by other methods of trans- 
ferring goods from producer to consumer. 
Steps looking to the accurate determina- 
tion of the part played by the chain store, 
the mail-order house, group buying, style 
changes, private brands and small order 
buying on the economy of distribution were 
taken. The group considering the economic 
factors affecting wholesaling laid stress on 
these new practices and methods, and de- 
cided upon an investigation to ascertain 
their extent and effects in all sections of 
the country. Abuse of the cash discount 
privilege was scored by the group con- 
sidering the financial methods of whole- 
saling. This was declared to be the most 








Washington News Letter 


National Wholesale Conference Meets Under Auspices of U. S. Chamber 


of Commerce—Senate Committee on Finance Yet to Report on 
Tax Reduction Bill—Dr. Klein Speaks on “Factors in 
Profitable Prosperity.” 


By L. W. Moffett 


serious credit problem in the wholesaling 
field. 

“The remedy,” the group reported, “lies 
in a concerted move on the part of the 
wholesalers to stand firmly by the stated 
terms and compel the buyers to do the 
same. More extensive interchange of 
credit information to check losses due to 
bad debts was determined upon. 

“In business as it is being conducted to- 
day,” the group stated, “there is a pro- 
nounced tendency to sell terms instead of 
goods and service. Competition in certain 
lines appears to have resolved itself into 
a free-for-all fight, with the prize going 
to the concern which will wait longest for 
its money. Some observers are disposed 
to lay the blame for this condition at the 
door of the recent phenomenal expansion 
of installment buying. It is, however, more 
reasonable to suppose that it is due rather 
to the wild scramble for volume, in which 
the basic purpose of business—the making 
of profits—has almost disappeared from 
the picture. The sooner we return to a 
competition based on the quality of goods 
and the efficiency of the service rather 
than the elasticity of the sales terms, the 
sooner we shall regain a prosperity which 
is not a stranger to profits.” 





Delay in reporting the tax reduction bill 
out of the Senate Committee on Finance 
has given rise to the belief by many that 
the present session of Congress will pass 
without legislation being enacted on the 
subject. Such a thing is unlikely. That 
such a failure would arouse great disfavor 
on the part of the business interests of 
the country is a foregone conclusion. Be- 
ing a Presidential year, it is held that from 
a point of politics alone it would be a 
faux pas on the part of the Republican 
party, inasmuch as it is the party in power 
and therefore would have to stand the 
brunt of responsibility, no matter if the 
measure were maneuvered by opponents 
into a position where its passage was 
blocked. It would be a difficult task to 
tell that story to the public. One fly in 
the ointment which holds up progress of 
the bill is that within the administration’s 
own party there is a difference of opinion 
as to the amount of reduction that should 
be made. The administration is sticking 
firmly to its original figure of $225,000,000 
and in effect demanding that the bill as 
passed by the House be revised down to 
that figure. The White House evidently 
still hopes for tax reduction legislation 
at the present session, but seems to be un- 
certain whether the delay on the part of 
the Senate committee is helping or do- 
ing harm. The President is represented as 





feeling that had the bill been reported out 
by the Senate committee in accordance with 
the administration program immediately 
after it passed the House, it would have 
helped greatly. But in view of the dif- 
ference of opinion as to the amount of 
the reduction, it is contended that the com- 
mittee could not do otherwise than wait 
until after March 15 in order to see what 
the tax returns will be. From that point 
of view it is held that the delay may be 
helpful. So it seems to depend on Mr. 
Taxpayer. Apparently the administration 
is convinced that he is not going to turn in 
so freely as in the past, due partly to the 
fact that many back taxes have been col- 
lected, thus closing up one source of reve- 
nue which in past years reached a large 
amount. Should this prove to be true, it is 
evident the administration program would 
be given stronger support. 





The supposedly shrewd “Yankee trader,” 
the exuberant go-getter salesman, still 
seems to have much to learn to make his 
trading and high-pressure selling pay 
profits, according to Director Julius Klein 
of the Bureau of Foreign and Domestic 
Commerce. He delivered himself of this 
opinion in an address last Thursday before 
a conference of Executives of the Chemi- 
cal Industry in Washington. He based 
the view on recent tabulations by a re- 
sponsible research agency of the income- 
tax returns of 17 groups of corporations 
in industry and trade for 1925. The data 
showed a profit of 5.8 per cent in manu- 
facturing; 5.7 per cent for amusements; 
12.5 per cent for banking; 5.7 per cent 
for mining; 4.6 per cent for construction, 
and 2.2 per cent for agriculture. Dr. Klein 
was speaking oh “Factors in Profitable 
Prosperity,” and declared that the term 
“prosperity” required defining because all 
too frequently it is assumed to be synony- 
mous with business activity. He asserted 
that it is time to realize its identity with 
the full time operation, not simply of the 
plant, but of the cash register as well. 

“The rumbling of the former is just 
so much meaningless noise without the ring 
of the latter,’ Dr. Klein declared. He 
urged the most rigorous scrutiny of the 
costs and wastes of distribution and the 
fullest exploitation of foreign markets. 

“Tt is time that we disposed of at least 
a few of the more flagrant wastes in do- 
niestic selling—wastes which, according to 
conservative estimates, are squandering 
from 20 to 50 per cent more each year 
than our entire $5,000,000,000 export trade,” 
it was said at another point. 
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General Market News 





Hardware Trade in General Varies— 
Eastern Markets Temporarily Quiet 
— Western Trade Is More Brisk 


NEW YORK, Feb. 22.—While reports in general from the eastern 
markets reflect a decided lull in the hardware trade, western trade 
centers are reporting a healthy movement of spring and current 


lines. 


The open winter which has retarded the sale of winter lines in the 
East has enabled farmers in the West to make earlier preparations 
for spring, and hardware stores are commencing to feel the benefit. 
Building is also showing activity, with the resultant reflection upon 


sales of builders’ hardware. 


The situation in general is reassuring, and it is believed that the 
hardware trade of the first months will be very satisfactory as a 


whole. 


Prices are in practically all cases very firm and very little change 


immediately anticipated. 


Collections, generally are satisfactory. 





E. T. Ruggs Issues New Prices 
Effective February 6 

The E. T. Rugg Co., Newark, Ohio, has 
issued a new net price list effective Feb. 6, 
1928. An advance is shown on leather 
items due to the rising of the leather mar- 
ket. The company manufactures manila 
and sisal rope, cordage, saddlery and auto 
specialties, etc. 





Week’s Bank Debits Show 
Decline of 4.5 Per Cent 


Banks in leading cities reporting to the 
Iederal Reserve Board show individual 
accounts for the week ended Feb. 8 aggre- 
gated $14,555,000,000, or 4.5 per cent below 
the total of $15,237,000,000 reported for 
the preceding week. 

Debits for the week under review are 
$2,062,000,000, or 16.5 per cent above those 
for the week ended Feb. 9, 1927. New 
York City reported an increase of $1,603,- 
000,000; Chicago, $135,000,000; Detroit, 
$80,000,000; Cincinnati, $43,000,000; St. 
Louis, $22,000,000, and San Francisco, 
$20,000,000. The largest decline, $21,- 
000,000, was reported by Boston. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $13,771,- 
429,000, as compared with $14,482,973,000 
for the preceding week and $11,791,562,000 
for the week ended Feb. 9, 1927. 





United States Exports of Hard- 
ware and Allied Products in 1927 


Exports of hardware and_ allied 
products from the United States dur- 
ing 1927, totaling $63,843,421, as 


shown by preliminary figures, were | 


$1,423,940, or 2.2 per cent below the 
value of $65,267,361 for 1926, ac- 


cording to the Iron and Steel Division, 


Department of Commerce, 

However, there were certain classifica- 
tions of products in this trade which re- 
corded gains, notably cutlery, plumbing fix- 
tures, abrasives, safes and vaults and 
scales and balances. These increases 
served to offset the loss of $1,055,623 
shown in exports of builders’ and other 
hardware, as well as declines in shipments 
of cooking and heating appliances, lamps 
and illuniinating devices, tools, household 
utensils, chains, needles and tin cans. 

Principal markets for American build- 
ers’ and other hardware are found in 
Canada, the United Kingdom, Australia 
and Mexico. A considerable decline was 
experienced in shipments of hardware in 
1927 compared with the previous year. Ex- 
ports of hinges and butts which had 
amounted to 1,027,972 dozen pairs valued 
at $702,521 in 1926 dropped to 614,802 
dozen pairs valued at $567,016 in 1927. A 
decrease of $158,636 was shown during 
1927 in exports of doors and lock sets. 
All other items in this group showed de- 
clines last year. 

United States exports of cutlery are 
composed principally of safety razor 








blades, for which the best markets are 
found in Europe and Latin America. The 
principal European markets are France, 
Germany, Spain and the United Kingdom ; 
of the Latin American markets, Argentina 
and Cuba are the most important. Ship- 
ments of all classes of cutlery increased 
$826,955 in 1927 over the previous year. 
Safety razor blade shipments increased 
from 8,948,543 dozens valued at $5,929,845 
in 1926 to 11,016,843 dozens valued at 
$7,020,995 in 1927. Exports of table and 
kitchen cutlery increased $22,372 in 1927 
over the previous year. On the other 
hand, exports of safety razors dropped 
from $883,223 in 1926 to $733,445 in 1927, 
although. the quantities of razors repre- 
sented in these shipments increased from 
334,738 dozens to 569,910 dozens, which 
would seem to indicate that the unit value 
of safety razors shipped abroad has de- 
clined. 

The United Kingdom and Canada are 
the best markets for American hand tools. 
Other important purchasers are Australia, 
Japan and Latin-America. Hand _ tools 
shipped from the United States last year 
to all countries were valued at $19,084,221, 
a decrease of $313,676 from the 1926 value. 
Increases were shown in exports of metal- 
cutting saws, reamers, cutters, drills, taps, 
dies, etc., files, rasps, hammers and hatch- 
ets, while the greatest decline was in ship- 
ments of “mechanics’ tools, n. e. s.”— 
not elsewhere specified—with exports of 
wood cutting saws also decreasing in both 
quantity and value. 





Sheet Metal Shipments for 
December 


December shipments of enameled sheet- 


| metal ware, as reported by 18 manufac- 


turers, comprising approximately 80 per 
cent of the industry, were 307,280 dozens, 
valued at $1,085,762, as compared with 
287,115 dozens, valued at $1,147,108 in No- 
vember, according to the Department of 
Commerce. December shipments of gal- 
vanized sheet-metal ware, as reported by 
15 concerns comprising a large proportion 
of the industry, were 107,267 dozens, valued 
at $214,640, as compared with 138,852 
dozens, valued at $544,301 in November. 


Prices for Week Ending 
Feb. 13 Averaged 97 Per Cent 


Prof. Irving Fisher of Yale University 
announced Feb. 13 that the previous week’s 
prices, based on Dun’s quotations, aver- 
aged 97 per cent of the 1926 level. The 
purchasing power of the dollar was 103.1 
on a 1926 basis of 100 cents. 

Crump’s index for the week on the re- 
vised 1926 level was 92.8. 

The Italian index on the revised 1926 
level for the week ended Feb. 3 was 74.8. 
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Hardware Trade Showing Steady Gain— 
Chicago Prices Are Well Maintained 


(Chicago office of HARDWARE AGE) per cent off list; Nicholson files, 50 
CuIcaGo, Feb. 21.—The demand for hardware items is increasing [ae 
steadily as warmer weather approaches. Spring and summer mer- | GarvANIZED WARE.—With spring 
chandise is moving very well, while there is a fair amount of future | in sight, watering pots have started to 


buying for fall delivery together with a satisfactory call for staple | move. 






j j j We t fr bbers’ stocks, 
lines. Prices continue to hold a very firm tone, although there are a, AP ag ora gp rome 
no advances to be reported this week. after made tubs, No. a 6; No. 3; 

. . . . ° ° .50; INO. ’ > re é J 
The steel industry in the Chicago area is furnishing an excep- after made, pails, $2.12; 12 at. $2.33: 

° : ° ° ° ° .» $2.60; al. ¢ zalvanizec 9) 
tionally bright factor in the general business situation. Produc- cama, apecial, $4 d08.; 2 gal, $4 per 
tion is around 92 per cent of capacity, the highest in years, and de- 1 bu. Saas tenet al $1 oon 
liveries are now four to five weeks behind. Automobile and imple- a i 5: «allel camara 
ment makers, the railroads, together with structural requirements, GLASS AND PUTTY.—The demand is 
are all actively in the market - cae 

svc ely ; , rather quiet, as is to be expected at 
The number of new building permits being issued has gained de- | this season of the year. 

cidedly since Jan. 1 and is now setting a new high record. Mate- We quote from jobbers’ stocks. 

. ° ‘ e f.o.b. a Single strength A, all 
rials of all kinds are in active demand. brackets, 89-5 per cent discount ; sin- 

* : “4 | t th B, 2 < ts, 90-7% 
Collections are fair. a cant teases aeuhie et Le 
all brackets, 89 per cent discount; 





double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 


AUTOMOBILE ACCESSORIES.—As ties, 9c. per doz. pair higher; 4 x 4 25 
, ‘ per 100 lb 


steel butts, old copper and dull brass 


the spring season approaches, there is finish, $2.90 per doz. pair, case lots; 
i GLASS SUBSTITUTES.—Sales for 


a noticeable increase in the demand for — ag nae a. ang oo. pair 

: gher; eavy stee eve nside sets, * * © * i 
auto accessories. $5.75 per doz. sets, case lots; steel spring needs are increasing daily. 
We quote from jobbers’ stocks, bit-keyed front door sets, $1.45 per Prices are firm and unchanged. ' 

f.o.b.. Chicago: set; wrought brass, bit-keyed front We quote from jobbers’ stocks 

= Q . , . °, 3 § 8s ‘KS, 

Spark Plugs.—Splitdorf, for Fords, - ae , yf yw cylinder front f.o.b. Chicage: Cel-O-Glass, 100 x 3 

ae aa ft., full rolls, $36 each; Glass-Cloth, 


50c. each; regular, 58c. each; Cham- 


i q sh; Fe <4 « Val 
pion X, 45c. each; Champion Blue CHAIN.—Sales are very good at this 150 x 3 ft., full rolls, $12 each. 











Box line, 53c, each; A. C.,-538c. each; ! " 
sons i. 50c.; A. C. Special Ford, time and prices are unchanged. HANDLED HAMMERS AND HATCH- 
Spot Light. — Appleton, No. 3280, We quote from jobbers’ stocks, ETS.—Sales are looking up—no price 
$6.50 each. f.o.b. Chicago: % in. proof cow h 
Chains.—Non-skid, dozen pair lots, chains, $8.50 per 100 Ib. Tensco Bull ——- 
35 per cent discount. Dog and Brown coil chains, 50-10 per 
Jacks.—National Standard, No. 21, cent discount. No, 00-4% electric HAMMERS— 
$1.30 each. welded cow ties, $2.75 per doz. 2 ? ; ' 
Pumps. — Rose, 1% in. cylinder, We quote from jobbers’ stocks, 
$1.85 each. COPPER RIVETS AND BURRS.—The | £.9,2- Chicago: First quality, 16, oz. 
Tires and Tubes.30 x 3% over- | demand is very satisfactory. Prices Seas Gan? 30 on menonindeta’ haem 
size cord tires, $8.30 each: regular y y- $12.60 doz.; 16 oz, machin sts’ am - 
cords, $6.10 each; gray inner tubes, are firm. cerry, fret quality, $9.20 dos.; capt 
30 x 3%, $1.24 each; red inner tubes : 7 petitive grade, 16 oz, nail hammers, 
’ ’ We quote from jobbers’ stocks. $6, to $8 doz. 
30 x 3%, $1.45 each 
2, = . f.o.b. Chicago: Copper rivets and 
AXES.—Orders are in normally active | PU""®: 40-5 Per cent discount. HATCHETS— 
seasonal volume. 1928 fall prices are | ELECTRICAL MERCHANDISE.—Bat- | We quote from. jobbers stocks, 
expected soon. tery and incandescent lamp sales were ets, No. 2 shingling, $12.50 doz.;’ first 
: We caucte from, Jobers’ stocks, above normal last week. There has page a nsongns - eee $16. ” 
0. 1 . é ate o 
axes, cahantiod, ngle bit base weight been an advance in many styles of shingling, $8 “oz. medium quality 
died, at $19.25 per doz. double bit flashlights in the Eveready line. hatchets, No: 2 broad, $12.50 doz. 
ase weight axes, unhandled, at $19 ’ . , y 
per doz.; handled, at $24.50 per doz. We quote from jobbers’ stocks, HANDLES, AGRICULTURAL.—Sales 
fob. Chicago: — merchan- are showing a steady but gradual in 
se, No. 14 rubber covered wire, s - 
BASEBALL GOODS.—Dealers are buy- $5.80 per 1000 ft.; in less than 1000 crease as the season advances. 
ing in good quantities in anticipation a2 ge ae _ hg a, — - P Jobb 
. k per t.; in t. lots, Je quote from jobbers’ stocks, 
of the opening of the baseball season. #12; ¥% -in. brush brass key sockets, f.o.b. Chicago: Hay fork handles, 
; P 5i44c. each; wo-way plugs, 45c. straight, chucked and bored, X 4 ft., 
BOLTS AND NUTS.—Prices are being each, in lots of 19, 40c. each; two- spajent. ghucked and bored, 4 ft., 
s s piece attachment plugs, . each; 2. per doz.; 4% ft., $2.70 per doz.; 
well maintained and sales are normal. dry cells, boxes of 50, ante each; XX 4 ft., $3.90 per doz.; 4% ft., $4.20 
We quote from jobbers’ stocks, less than case lots, 36c. each. per doz.; ash fork handles, bent, 
f.o.b. Chicago: Carriage bolts, cut Electrical Appliances.—Iron, Hot chucked and bored, X 4 ft., $2.90 per 
thread, 60 per cent discount; small Point, $4.20; lots of six, $3.90; Sun- doz.; 4% ft., $3.20 per doz.; ash hay 
carriage bolts, rolled thread, 60-10 beam, $5; lots of six, $4.75. Per- fork handles, bent, with strap, fer- 
per cent discount; machine bolts, cut colator, Universal 9169, $16.65. rule and cap, X 4 ft., $4.90 per doz.; 
thread, 60 per cent discount; small Radio Supplies.—Radio B batteries, 4% ft., $5.25 per doz.; XX 4 ft., $6.15 
machine bolts, rolled thread, 60-10 D 779 E, $1.40 each; base lots of 5, per doz.; 4% ft., $7.10 per doz.; bent 
per cent discount; all stove bolts, 75- $1.30; No. 0, 0 each; No. 770, manure fork handles, plain, X 4 ft. 
10 per cent discount; lag screws, 60 packages of 6, $3.17; No. 772, $2.62 $3.05 per doz.; 4% ft., $3.40 per doz.; 
per cent discount. each; packages of 5, $2.44; No. 486, XX, 4 ft., $4. 65 per doz.; 4% ft., $5 
$3.58 each; No. 486, packages of 5, per doz.; ‘pent manure fork handles, 
BUILDERS’ HARDWARE.—There is | $3.33, je. pe with strap, ferrule and cap, X 4% ft. 
: * attery argers.—Apco line, lots per doz.; XX, 4 ft., $6.65 per 
. Lorena maaga in the demand. | of less than 10, $9.90 each. doz.; 4% ft., $7.10 "per doz.: _ ee 
rices are firm. oe andles, X 4% ft., $2.60 er 
4 R FILES.—Second quality mill files are doz, ; XX 4% ft.. $3. 70 per doz.; rake 
We quote from jobbers’ stocks, in h d d handles ft., $3.55 per doz.: 
f.o.b. Chicago: 3% x 3% steel butts, In heavy demand. XX 5% a o%. 65 “per p By shovel 
old —* and dull brass finish, $2.07 We quote from jobbers’ stocks. handles, regular pattern, xX 4% ft., 
per doz, pair, case lots, less quanti- f.o.b, Chicago: American files, 60-10 $4.25 per doz.; XX 4% ft., $5.95 per 
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doz.; D shovel handles, X, $5.25 per 
doz.; XXX, $8 per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, I. D. L. top, $4.45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—tThere is an 
Prices are 


active seasonal demand. 
very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 (new B. W.) 
hickory, $4 doz.; No. 2 (new B. R.), 
$3 doz.; second growth hickory (new 
A. W.), $5 doz.; finest selected second 
growth hickory (new A. A.), $6.50 
0z 

Hatchet and Hammer Handies.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—Sales are seasonably good 
and the recently advanced prices are 


being well maintained. 


We quote from jobbers’ stocks, 


f.o.b, Chicago: Heavy strap hinges 
in bundles, 4-in., 92¢.; 5 in., $1.22; 
6 in., $1.54; 8 in., $2. 47; 10 in., $4. 06 
per doz. pair; extra heavy T hinges 
in bundles, 4 in., $1.26; 5-in.. $1.56; 
6 in., $1.87; 8 in., $2.80; 10 in., $4.50 
per doz. 


ICE CREAM FREEZERS.—The de- 
mand is increasing and a very satis- 


factory demand is developing. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 


qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
25.60 list; 20 at., $33.20 list; 25 qt., 
42.60 list. Arctic, 1 qt., $4 list; 2 at., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6 80 
list; 6 qt., $8.60 list; 8 at, $11.10 list. 
All the _—— lesS 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list: 2 at 
$3.45 list; 3 at., $4. 10 list; : i $5 
list; 6 qt., $6.30 a 8 at ' 

10 at., 10.75 list; qt., sis list 15 
qt., $17 list; 20 qt., rob 50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 


doz.; 2 qt., enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above prices 
are net, 


NAILS.—Sales volume is steadily im- 
proving. Prices are very firm at the 


recent advance. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: lLec.l. quantities com- 
mon wire and cement coated nails, 
current Lec.l. stock orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—Prices are un- 
changed, while the demand is showing 


a seasonal increase. 


We quote from jobbers’ 
f.o.b. Chicago: 

Linseed Oil, Raw.—Barrel lots, 86c. 
per gal.; 5 barrel lots, 83c. per gal. 

Linseed Oil, Bolled.—Barrel lots, 
89c. per gal.; 5 barrel lots, 86c. per 


stocks, 


gal. 

Denatured Alcohol. — Barrel lots, 
58l6c. per gal.; steel drums, extra $6, 
returnable. 

Turpentine. — Drum lots, 73c. per 
gal. net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 


Ib. lots, $1.75. 





Bs ey —(4% Ib. cuts), white, $2.60 | 

er gal.; orange, $2.30 per gal. 

PeEnglish Venetian Red.—in barrels, 
$3.50 to $6.75 per 100 Ib. 

Dry Paste.—Barrel lots, 7\4c. per lb. 


PREPARED ROOFING.—There is an 
exceptionally good demand at the pres- 


ent low prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade talc surfaced, 
$2.05 per square; medium tale sur- 
faced, $1.05 per square; light talc 
surfaced, 85c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—The special on pie 
plates offered through the jobbers is 


stimulating sales. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen, 

N Handled Casseroles.—Round, 
No. 622, $12 wt 
Oval, 
doz. ; 's bee Pig’ eal, No. * 642, $12 doz.; 
No. $14 doz. 

Bie ilates—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, y He doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz 

Utility’ Pans.—No. 231, "$8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 


ROLLER SKATES.—There is a very 


active demand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates, 
boys, $1.40; girls, $1.50; Chicago roller 
skates, boys, $1.30; girls, $1.40. 


stocks, 


ROPE.—Nothing new as to prices. 
Sales activity is better. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila standard 


brand, 22c. to 24c. per lb.; No. 2 
Manila, 21c. per Ib.; No. 1 Sisal, 
14%c. to 16c. per Ib.; No. 2 Sisal, 


1344c. to 15c. per Ib. 


SANITARY PRODUCTS.—Sales are 
steady. Prices are well maintained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Presto Products.—Oil soap, 16 oz. 


size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 


doz.; MetL-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; window 
cleaner, 6 oz. size, $3.60 per doz.; 
Presto Lustre, 6 oz. a ty 60 = 
doz.; and Dry Cleaner, size, 


$3.60 per doz. 


SAWS.—There is a steady demand and 
prices are unchanged. 


We quote from jobbers’ stocks, * 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $5; 
28 in., $4 to $6; 30 in., $4.75 to $6.50. 


SASH CORD.—Jobbers’ prices are un- 


changed. Sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 


$7.90 per doz, hanks, No. 8, $8.90 per 
doz. hanks. 


SASH PULLEYS.—Prices are _ un- 
changed. There is a satisfactory de- 
mand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c, doz. 


SCREWS.—The recent new price sched- 
ule is well maintained. Current sales 
volume is very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: (New lists Jan. 3, 
1928) Flat head bright screws, 50-10 
per cent; round head, blued, 45-10 
per cent; flat head, brass, 45-10 per 
cent; round head, brass, 40-10 per 
cent. 


SOLDER AND BABBITT.—Sales are 
very satisfactory _ prices unchanged 
this week. 


We quote from jobber's’ 
f.o.b. Chicago: 

Warranted 50-50 solder, $37.30 per 
100 Ib.; medium 45-55 solder, $34.70 
per 100 lb.; tinners 40-60 solder, $32.10 
per 100 lb.; high speed babbitt metal, 
$20 per 100 lb.; standard No. 4 bab- 
bitt metal $12.00 per 100 Ib. 


STEEL SHEETS. 
prices are held very strong and local 
demand is light. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 lb.; 28 gage black 
sheets, $4.20 per 100 Ib. 


WIRE PRODUCTS.—A healthy in- 
crease in buying is noted. The recent 
advance on nails is well established. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.30 per 100 lb.; No. 9 gal- 
vanized plain wire, $3.85 per 100 Ib.; 
catch weight spools galvanized cattle 
or hog wire, $3.80 per 100 lb. Polished 
fence staples, $3.55 per 100 Ib. Wire 
ig black, 12-mesh, $1.85 per 100 


stocks, 





9 es alvanized, 12- ’mesh, $2.05 per 
100 sq. ; bronze, 14-mesh, $5.60 per 
100 sq. ft Galvanized poultry net- 


ting: Galvanized before made, 60 per 
cent discount; galvanized after made, 
50-10 per cent discount. 


WRENCHES.—Sales are normal and 
there is no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 60-10 per cent 
discount off new list;  Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 per cent discount. 

Snapon Wrenches. — Radio and 
oo cal sets in metal cases, $2.75; 

No. 101, Master Service Set, $13.75; 
No. 202; Heavy Duty Set, $8. 80; No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set 
$3.70; No, 1817, Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. 





All Snap-on Wrenches less 33% per 
cent discount. 





Makes Light, Fluffy Waffles 


Landers, Frary & Clark, New Britain, 
Conn., are offering to the retail trade the 
No. 3914 Thermax Waffle Iron. This 
iron is made of heavy gage metal and has 
a highly polished nickel finish. The cir- 
cular base acts as a tray and protects the 
table from dripping batter. A special ex- 
pansion hinge allows ample space for the 











batter to rise, providing tasty waffles. The 
grid is of cast aluminum and requires no 
grease. The handle is of a new design 
and extends well beyond iron, making it 
cool and convenient. 

Each Thermax Waffle Iron is equipped 
with 6 ft. heater cord and packed one to 
a carton, three in a unit package. Weight 
when packed, 734 Ib. 
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New England Retail Hardware Dealers 


(Boston office of HARDWARE AGE) 


BosTON, Feb. 21.—Interest among the New England retail hard- 
ware dealers this week naturally centered in the annual convention, 


held the 20th, 21st and 22d at Mechanics Building, Boston. 


The re- 


tail trade had an opportunity to personally inspect different kinds 
of merchandise at the show held in connection with the convention 
and placed a sizable amount of business, not only with manufac- 


turers, but with jobbers as well. 


Up to the time of the convention, 


manufacturers’ representatives in general reported business as quiet. 


Retail trade is better, although only slightly so. 


Weather condi- 


tions have been more springlike of late than winterish, permitting 
farmers to do a lot of outside work and builders to rush work on 


new construction. 


It is believed that public buying of spring goods 


will start earlier than usual this year, provided weather conditions 
hold favorable, because each year finds the flow of city people to 
their country ahd seashore places steadily at advancing dates. For 
instance, people who formerly opened summer places April 1 now 
do so around the middle or the last week in March. Many retail 
dealers have given up hope of selling sleds, snow shovels and similar 
merchandise, and have begun to pack them away for the season. 
‘Collections are fair and somewhat better than a month ago. 





BARBED WIRE.—Barbed wire is not 
selling as freely as in some other sec- 
tions of the country, but it never does 
in New England, consequeritly business 
is of the usual proportions for this time 
of the year. 


We quote from Boston 
stocks: 

Barbed Wire.—From stock, common 
four-point, in 100 ft. coils, 75c. per 
coil net; smooth fence, No. 9, $4.20 
per cwt.; two-ply twisted, in 80 rod 
reels, $3.44 per reel; Waukegan, four- 
point, in 80 rod reels, $3.87 per reel. 

Barbed Wire.—Factory shipments, 
four point, in car lots, $3.30 per reel 
net; in less than carload lots, $3.55. 
Two- -ply twisted, in car lots, $3.30; 
in less than car lots, $3.55. Highty- 
rod reels, four point, in car lots, 
$2.80; in less than car lots, $3. Two- 
ply twisted, in car lots, $2.41; in less 
than car lots, 8. 

Fence Wire. — Factory shipments, 
galvanized smooth, in car lots, $3.20; 
in less than car lots, $3.45. 

Staples.—Factory shipments, gal- 
vanized fence in car lots, $3.30 per 
keg net; in less than car lots, $3.55. 


CELLAR WINDOW WIRE.—Jobbers 
are beginning to take some forward 
bookings for cellar window wire. 

We quote from Boston jobbers’ 
stocks: 

Cellar Window Wire. — Standard, 
three mesh, 24 to 48 in., $4.45 per 
100 sq. ft. met; 12 to 20 in., $4.70. 

FENCING.—Jobbers in general report 
advanced orders for both field and lawn 
fencing about on a par with those to 
the corresponding date last year. It is 
believed buying will be more active 
within a short time. 


We quote from Boston jobbers’ 
stocks: 
Fencing. — Lawn, 


jobbers’ 


are in 


10-rod rolls, 36 in., ie er pod: 
42 in., $1.98; 48 in., ao tyle L, 
extra, 36 in., $1.32 per rod; 42 in., 


$1.481%4; 48 in., $1.65. 
Fencing.—Field, from store, $4.15 


per cwt. net. Factory shipments, in 





car lots, plain, $3.30 per cwt., in less 
than car lots, $3.55. Smooth, gal- 
vanized, sizes No. 6 to No. 9, in car 
lots, $3. "20 per twt., in less than car 
lots, $3.45. 

Gates.—From store, style F, 36 x 3, 


$3 each net; 42 x 3, $3.12; “48 x 3, 
$3.24; 36 x 3%, $3.12; 42 x 314, $3.24; 
48 x31, $3.36 

INSECTICIDES. —Some insecticides 


have been sold already for forward 
delivery, but jobbers say it will be 
another week or so before the real buy- 
ing movement sets in. It is the opin- 
ion of jobbers that retail stocks carried 
over last season were generally small. 


We Boston jobbers’ 
stocks: ; 
Hellebore.—Powered white, % Ib. 


quote from 


packages, 48c. per lb. net; % Ib., 35c.; 
1 Ib., 27c. 

Pine Tar.—In cans, \% pts., $1.10 
per doz. net; pints, $1.65; quarts, 
$2.75. 


Crow Repellent.—Stanley’s, small 


containers, 70c. each net; large con- 
tainers, $1.05, 

In-A-Minute. — Insecticide, $3 per 
doz. net. 


Bug Death.—One lb. packages, $1.44 
per doz. net; three lb., $3.75; five Ib., 
$5.62; 12% Ib., $13.50; 100 Ib., $7.50 
each. 

KIDDIE KARS.—New prices on Kid- 
die Kars have been issued by jobbers, 
which show a slight decline. Revised 
prices follow: 


We quote from Boston jobbers’ 
stocks: 


Karts.—No, 201, $2 each net; No. 
202, $2.67; cz 203, $3.34; No. 204, $4; 
No. 205, $4.67. 

Koasters. —No. 605, $7 each net; No. 
606, $7.83. 

Strollers.—With handle, No. 1651, 
$3.34 each net; No. 1665, $4.34, 

Tenders.—No. 1605, $3 each net; 


No. 1606, $3.67. 

Kars.- art No. 101, $1.50 each 
net; No. 102, $2; No. 103, $2.50; No. 
104, $3; No. "105, $3.34. 

Kars. —Pedal, regular, No. 124, $2.67 


each net; No. 125, $3.33. Spring gear 
_— No. 156, $3.67, No. 157 





Interest Centers in Convention 


LAWN ACCESSORIES.—Sales of all 
kinds of lawn accessories are expand- 
ing, and there is every indication it will 
be a big season for the jobbers. Be- 
cause of the wet spring and summer 
last year, lawns flourished, and retail 
dealers cleaned up on most of their ac- 
cessories, 


We quote from 3oston jobbers’ 
stocks: 
Lawn Mowers.—Plain line, eee 


cules, roller bearing, 16 in., $18.2 
each net; 18 in., $19.50; 20 in., $20.75; 
Pilgrim roller bearers, 16 in., $16.25; 
18 in., $17.50; 20 in., $18.75. Auto- 
matic, style 11-5, 16 in., $12; 18 in., 
$13; 20 in., $14. Pris 10-4, 14 in., 
ag 75; 16 in., $10.50; 18 in., $11.25; 26 

$12. Style 9- ri 14 in., $5, 16 ‘in. G 
30°50. 18 in., $10; 20 in., $10.5 0. Uni- 
versal, ball’ bearing, Grand, 16 in., 
18 in., $15.50; 20 in., $16.75. 
-» $9.75; 16 in., $10. 50; 18 
20 in., $12. High wheel, 
14 in., $9; 16 in., $9.50; 18 in., $10; 26 
in., $10. 50. Special, style 8- 4, 14 in., 
$8.50; 16 in., $8.90; 18 in., $9.30. Spe- 
cial Yankee, style 8-3, plain bearing, 
12 in., ; 14 in., $5.80; 16 in., $6.20; 
18 in., $6.60. 

Hose. ge oy garden, Commer- 
cial, % i 6%c. per ft. net; Leader, 
2 in., 64: % in., 744c.; Vigilant, % 

8%c.; ‘ Olympia, 5 in., 8144c.; Good 
ae 5% in., 10c.; Milo, & in., 10%4c.; 
Bull Dog, & in., 13%ce. 

Couplings.—Hose, Perfect Clinch- 
ing, $2.25 per doz. net. Hose mend- 
ers, $8.40 per gross. 

Lawn Trimmers.—Popular makes, 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipment up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 18 
in. diameter x 24 in. long, $13.24 each 
net; 24 in. diameter x 24 in. 
$15.34. 

Sprinklers.—Lawn fountain, $6 per 
doz. net; fountain half circle, $5.50. 
Rain King, $2.34 each net. 

Rakes.—Wooden lawn, 


long, 


three bow, 


Hub, $8.75 per doz. net; steel, $9. 
Rugg, steel, No. 37X, $10 per doz.; 
hay, two bow, $6.90; steel, 


wooden 

$7.15. 
NAILS.—Wire and cut nails have sold 
better in February than they did in 
1927, presumably because of the open 


winter, permitting an unusual amount 
of constructions 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.50 per 
keg base; from mill, in car ‘lots, 
$2.70 per keg base; in less than car 
lots, $2.95. Cement coated, in count 
kegs, from mill in-car lots, $2.60 per 
keg base, f.o.b. Pittsburgh; in less 
than car load lots, $2.85. Cut nails, 
from store, $4.25 per keg, base; 
Hardened steel floor, direct ship- 
ments, $7.60, f.o.b. Wareham, Mass.; 


from store, $8.10. Western cut nails, 
direct shipments, in less than car 
lots, $3.50. Tremont cut nails, direct 
— $3.95 per keg, f.o.b. Ware- 
1am, 


POULTRY SUPPLIES.—It is about 
the height of the jobbing season on 
poultry supplies. Orders for incu- 
bators, brooders, netting and other 
items under this heading are quite 
satisfactory. 
We 
stocks: 
Poultry Netting.—From stock, 50 
and 5 per cent discount. For direct 


shipment, f.o.b. mill, freight equal- 
ized with the nearest competing mill; 


quote from Boston jobbers’ 
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galvanized after weaving, 50, 10 and 
5 per cent discount; galvanized be- 
fore weaving, 50, 10, 5 and 10 per 
cent discount. 

Brooders.—Oil burners, No. 27A, 200 


chicken capacity, $12.25 each net; No. 
28A, 350 chicken capacity, $14; No. 
80, 350 chicken capacity, $13.30; No. 


81, 500 chicken capacity, $15.05; No. 
101, 500 chicken capacity, $18.55; No. 
102; 1000 chicken a , $22.05. 
Coal burners, No. 117, 350 chicken ca- 
pacity, $11. 55; No. 118, 500 chicken 
capacity, $15. 05; No. 119, 1000 chicken 
epeeey, $18. 55. Electric burners, 
90, 50 chicken capacity, $10.15; 
No. 91, 100 chicken capacity, $13.83; 
No. 92° 200 chicken capacity, $17.33; 
No. 93, 300 chicken capacity, $20.65. 
Incubators.—No. 40, $1.75 each net; 


style Io, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73. No. 1, $26.25; No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 


REFRIGERATORS.—Some retail deal- 
ers are beginning to show interest in 
refrigerators. Despite all that has been 
said about electric refrigeration, the 
old-fashioned ice refrigerator is still 
very popular. 


We quote from 
stocks: 

Refrigerators.—Eddy line in lots of 
less than five, 50 per cent discount. 


Boston jobbers’ 





Prices range from $24.50 to $170.50 


each list. 

Refrigerator Tools.—Awls, $11 per 
gross; picks, $1.58 and $6.18 per doz. 
net. 

RUG STAY.—A new product, Rug 
Stay, has been taken up by jobbers 
and is proving a big seller. The prod- 
uct is applied to house rugs and pre- 
vents the rug slipping on the floor. It 
will not injure the rug or floor, and is 
easily removed from the rug if desired. 

We quote from Boston jobbers’ 
stocks: 

R Stay.—In an assortment, con- 
sisting of 16% pts., four % pts., four 
pts., and two quarts, $11.10 per as- 
sortment, net. In individual contain- 
ers, %& pts., 40c. each list; % pts., 
65c.; pints, $1.25; quarts, $2.25. Dis- 
count 40 per cent. 


SCREENS AND DOORS.—More for- 
ward bookings of orders for screens 
and doors are reported by jobbers. The 
season is opening encouragingly. 
We quote from Boston jobbers’ 
stocks: 
Screen Doors.—From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6.8, 
$19.88; 2.10 x 6.10, $20.94; 3.0 x 7.0, 
$21.88. No. 384, 2.6 x 6.8, $26.69; 





2.8 x 6.8, $27.81; 2.10 x 6.10, $29.06; 
3.0 x 7.0, $30.13. No. 545G, 2.6 x 6.8, 
$41.69; 2. 6.8, ey 13; 2.10 x 6.10: 


J 8 x 
$44.88; 3.0 x ri 0, ¢ 

Factory pe Ron ag — Deduct 10 
per cent from the above prices. 
Freight is allowed in the distribution 
of cars from factory. 


WIRE CLOTH.—Although some of 
them have not exact data on the sub- 


ject, general opinion among jobbers is 
that sales of wire cloth so far this year 
are equal to if not slightly larger than 


those to the corresponding date last 


year. 
We quote from Boston jobbers’ 
stocks: 
Wire cloth. in 100 ft. rolls, stand- 


ard widths 18 in, to 48 in. in 2 in. 

steps, per 100 sq. ft. f.o.b. store: 
Black Painted.—12 mesh, $2.50; 14 

mesh, 50; 16 mesh, $2.90; 18 mesh, 


$3.50. 
Opal.—12 mesh, $2.40; 14 mesh, 
$2. $0; 16 mesh, $3. 25; 18 mesh, $3.85. 
Bronze.—Bright or antique finish, 
My mesh, $6; 16 mesh, $6.50; 18 mesh, 


Pure Copper.—Bright and antique 
finish, 14 mesh, $5.50; 16 mesh, $6; 18 
mesh, $6.50. 

Pearl.—Rolls 100 ft. in length, reg- 
ular grade, 12 x 13 mesh, $4.25; 14 
mesh, $4.75; 16 mesh, $5.25. 





Cleveland Market Shows Improvement— 


(Cleveland office of HARDWARB AGE) 


CLEVELAND, Feb. 21.—Business with jobbers shows a little gain 
over last month, but there is still considerable room for improve- 


ment. 
of the industrial centers. 
life. 
be in no hurry to buy. 
tory volume. 


Country districts are ordering in better volume than some 
Spring merchandise is not showing much 
Retailers who did not place orders early for spring seem to 
Mill supplies are moving in quite satisfac- 
There is some activity in builders’ hardware and 


the outlook in the building industry in this city is very encouraging. 
Retail business in Cleveland is dull. 

The automotive industry is under good production, particularly 
the manufacturers of low-priced cars except the Ford Motor Co., 
which is slowly increasing its output, and other industries in the 
metal-workng field show some gain so that the employment situation 
has improved. There are very few price changes, the most im- 


portant one being the 5 per cent reduction on soil pipe. 


New prices 


for this year are out on game traps and Savory roasters, these be- 


ing the same as last year. 





AUTOMOBILE TIRES AND ACCES- | 


SORIES.— While some orders for tires 
for spring shipment are coming in the 
market is rather dull. 

Cleveland jobbers quote Mansfield 
tires f.o.b. Cleveland, 30 x 3% Lib- 
erty Pa $6.10; heavy duty over- 
size, $8.30; 32 x 4 Liberty, $11.15; 
heavy duty, $13.80; balloon tires, 27 x 


heavy duty, : 
$1.60; 32 x 4, $2.50; 34 x 4%, $3.1 
balloon tire tu es, gray, 27 x 4.40, 


$1.80; 29 x 4.40, $1. 85; 30 x 5, $2.25; 
32° x 6, $3.10; 32'x 6.20, $3.50. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 145 
jacks, $3.75. Derf spark plugs, 96c. 
each for all sizes in lots of less than 
50; Champion X spark plugs, 45c. 
each for less than 100, and 41c. each 
for over 100; Champion regular, 53c. 
each for less than 100, all sizes; 50c. 
each for over 100. 





AXES.—These are moving slowly. 


Jobbers quote f.o.b. Cleveland: 

First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand is rather 





light. 

Jobbers quote f.o.b. Cleveland: 

B and C radio batteries. 
Unit Broken 
Packages Lots 
No. $1.22 
No. 1.40 
No. 2.62 
No. 3.40 
No. 486 3 3.58 
Dry cell A batteries, No. 7111, 
3514c. in standard packages; 40c. in 


broken lots; Columbia igniter dry cell 





Rural Districts Ordering Better 


batteries, pate in standard pack- 
ages, 36c. Groken lots. 

BINDER TWIN E.—Jobbers are taking 

quite a little business for early summer 

shipment subject to prices which have 

not yet been named. 


BIRD CAGES.—The recent reduction 
in prices that has resulted from a keen- 
ly competitive situation among manu- 
facturers has stimulated sales mate- 
rially, so that jobbers are taking quite 
a few orders. 

Cleveland jobbers quote bird cages 
f.o.b. Cleveland: No. 274, $1.85 each; 
No. 275, $2.35 each; No. 275 Duco 
finish, $3. 50 each; for cartons of 3 
the, price is 15 cents less. 

BOLTS AND NUTS.—The demand is 
holding up fairly well and prices are 
firm. 

Jobbers quote f.o.b. Cleveland: Ma- 
chine and carriage bolts, cut thread, 
hot pressed and cold punched nuts 
at 60 and 5 per cent off list. Bolts 
with rolled thread, 60, 10 and 5 per 
cent off list. Stove bolts, 80 per cent 
off list. 

Semi-finished nuts in bulk, 50 and 
5 per cent off list; 15 per cent higher 
for packages. 

BUILDERS’ HARDWARE.—About the 
normal amount of business is coming 
out for spring shipment. Garage hard- 
ware is in very good demand. 

Cleveland jobbers quote in case lots 
lock sets, $4.75 per doz.; heavy strap 
hinges, 6 in., $1.45 per doz.; 8 in., 


os 8 per doz.; extra heavy T hinges, 
- b 6 in., $1.73 per doz.; 8 in., $2.80 per 


Butts, case lots, 3 in., 15%c. per 
pair; n., 16c. per pair; 4 in., 22c. 
per pair; for less than case lots, all 
sizes are 2c. per pair higher. 
Ornamental hinges, standard fin- 
ishes, $1.05 per doz.; nickel and sand 
blasted finished, $1.25 per doz. 


CORRUGATED ROOFING.—This is 
inactive at present. 
Cleveland jobbers quote 28-gage 
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corrugated roofing at $4.01 for 1% in. 
and $3.97 for 2% in. per square f.o.b. 
Pittsburgh for ten squares or more. 


FLASHLIGHTS.—Some activity has 
followed a recent price revision. 


Jobbers quote Nos. 2616 and 2671 
Eveready 2-cell flashlights in dispiay 
packages containing 6 units without 
batteries, $5.64; No. 2602, 2-cell case 
and lamp oA not cells and batteries, 
62 cents; 645, 5-cell, $3.41; No. 
2697, ey $1. 43. 


GAME TRAPS.—Last year’s prices on 
game traps have been re-established 
for 1928. 


Cleveland jobbers quote Victor 
traps No. 0, $1.10 per doz.; No. 1, 
$1.38 per doz.; No, 1%, $2.44 per doz.; 
Oneida, jump No. 0, $1.59 per doz.; 
No. 1, $1.83 per doz.; No. 1%, $2.81 
per doz. 


GLASS BAKING WARE.—The de- 
mand is about normal for this time 
of the year. 


Jobbers quote f.o.b. Cleveland: 

ate a a he or oval, 1 qt., 

1; 1% at., $1.17; 2 qt., $1.33; square, 
Hi Be 6 casseroles’ with fancy covers, 
35ce. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 
No. 


$1. 
Utility Dishes.—No, 231, 67c.; 
232, $1.17. 

Teapots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


GLASS CLOTH AND CEL-O-GLASS. 
—The demand for these is rather slow. 


Cleveland og quote glass cloth 
24c. per yd. in 100 yd. rolls and 25c. 
per yd. in small rolls; Cel-O-Glass, 


12c. per sq. ft. 
HOUSEHOLD AND INDUSTRIAL 


CLEANERS.—These products continue 
to move in fair volume. 


Jobbers quote f.o.b. Cleveland: 

Presto-pipe opener, $2 per doz.; 
Presto toilet bowl cleaner, $1.85 per 
doz.; Presto tile and _ porcelain 
cleaner, $1.20 per doz.; Presto vege- 
table oil soap, $2.60 per doz.; Presto 
Met-L-Shyn, $3.60 per doz.; Presto 
Silvershyn, $1.80 per doz.; Presto 
waterless cleaner, 2-pt. cans, $5.40 
per doz.; 5-pt. cans, $9 per doz.; 
Presto window cleaner, 6-0z., $3.60 
per doz., 12-0z., $5.40 per doz.; Presto 
Lustre Furniture Polish, 6-0z., $2.60 
per doz., 12-0z., $4.32 per doz., 16-0z., 
$5.40 per doz.; Presto dry cleaner, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2. 15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lo€s, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case ot 1 doz. cans, ad per doz., 
and gross lots, $6.50 per ‘do 

Kloset Klean, 22 oz. a, less than 
case lots, $2.25 per doz. case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 


ICE CREAM FREEZERS.—Sales for 
spring shipments show some improve- 
ment. 


Jobbers quote f.o.b. Cleveland or 
factory with freight allowed to des- 
tination on 12 or more as follows: 
White Mountain, 2 qt., $5.65 each; 
4 qt., $8.25 each; 6 qt., $10.45 each; 
8-qt., $13.50 each; this price is subject 
to 50 per cent discount. 

Lightning, 2 qt., $5.50 each; 4 at., 
$8 each; 6 qt., $10 each; 8 qt., $13 
each; subject to a 55 per cent dis- 
count. 

Blizzard, 2 qt., $5.50 each; 4 qt., $8 
each; 6 qt., $10 each; 8 qt., $13 each; 
subject to discounts of 55 and 7% 
per cent. 

Acme, 2 qt., in half dozen lots, $8 
per doz.; in broken packages, $8.40 
per doz. 


cans, less than case 
case of 2 doz. 
gross lots, $2 





LAWN HOSE.—Orders for hose are 
rather scarce as most retailers bought 
some time ago. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 2-braid molded, un- 
coupled hose, % in., 7% cents per 
ft.; % in., 8% cents per ft.; % in., 
9% cents per ft.; coupled hose is % 
cent per ft. higher. 


NAILS AND WIRE.—The demand is 
not brisk, buying for the most part 
being for current needs. The new 
extras on nails are holding firmly. 


Jobbers quote nails at $2.75 base 
per keg for mill shipment and as 
follows from stocks: 

Nails.—Less than car lots, $2.90 per 
Yo. 9 galvanized wire, $3.35 per 
100 lb.; No. 9 annealed wire, $2.90 
per 100 lb.; cement-coated nails, $2.90 
per 100 lb.; polished fence staples, 
$3.60 per 100 Ilb.; galvanized fence 
staples, $3.85 per 100 lb 

Barbed Wire.—Barbed 
shipment Lyman, 4 point, 
80-rod spool. Hog _ wire, 
80-rod spool. 


OIL AND GASOLINE STOVES.— 
These are moving in moderate volume 
for spring delivery. 

Jobbers quote f.o.b. Cleveland: Per- 
fection oil stoves, full white porcelain 
enamel with built-in oven, Superfex 
burners, $140; full white porcelain 
enamel with built-in oven, double- 
wall burners $120; Japan, finish 
stoves, $28.50, "$22. 50 and $17.5 Pur- 
itan oil stoves, full white isiadaen 
enamel with short drum Puritan 
burners, $122; japan finish stoves, 
$28.50, $22.50 and $17.50. Puritan 
pressure gas stoves, full porcelain 
enamel with built-in oven and pres- 
sure gas burners, $128; japan finish 
stoves, $38, and $26.50. Perfec- 
tion ovens, one burner, $2.50; one 
burner glass door, $2.70. and two- 
burner glass door, $6. Discount on 
above stoves and ovens, 30 per cent 
for less than ten and 30 and 5 per 
cent for ten and more. 

Nesco stoves, 2-burner 
without high: shelf, $23; same, 3- 
burner, $28; same, 4-burner, $33; 
4-burner range, $65; 5-burner range, 
$70; high shelves for regular gasoline 
stoves, 2-burner, $5.25; 3-burner, 
$6.50; 4-burner, $8; dealers’ discount 
30 and 5 per cent off list. 

Air-O-Gas gasoline stoves, No. 327, 
$28.50; No. 330, $34.50; No. 324, $39; 
No. 325, $45; No. 328, $72; No. 322 
range, $114. These prices are subject 
to a 33% per cent discount. 


POULTRY NETTING AND WIRE 
CLOTH.—While a large share of early 
buying is over, orders are still fair. 


Cleveland jobbers quote: 12-mesh 
black wire cloth, $1.75 per 100 sq. 
ft.; 12-mesh galvanized, $2.10 per 100 
sq. ft.; 14-mesh galvanized, $2.50 per 
100 sq. ft.; 16-mesh, $2.85 per 100 sq. 
ft.; bronze, 14-mesh, $5.35 per 100 ft. 
rolls; 50 ft. rolls 10c. additional. 
Poultry netting galvanized after 
weaving, 50 and 10 to 50, 10 and 5 per 
cent off list; galvanized before weav- 
ing, 50, 10 and 10 to 50, 10, 10 and 5 
per cent off list. 


PREPARED ROOFING.—Most retail- 
ers stocked up when low prices were 
prevailing and orders at present are 
scarce. 


Cleveland jobbers quote popular 
grades: Light, 98 cents per roll; me- 
dium, $1.12 per roll; heavy, $1.29 per 
roll; slate surface roofing, $1.99 per 
roll. 


RADIO EQUIPMENT.—The bringing 
out of new receiving sets and other 
equipment recently has stimulated sales 
somewhat. Tubes are moving well. 


Jobbers quote _ f.o.b. Cleveland: 
Philco 6-180-volt, AB-686, socket 
power units, $33; AB-386, $39; AB-382, 
$45; 6-150-volt, AB-663 and AB-356 
$27; AB-623, $33; 4-volt, AB-463, $27; 


wire stock 
$3.13 per 
$3.38 per 


gasoline 






AB-423, $30; 6- volt A ‘socket power 
units A-603, $16.60; B socket units, 
B-86, $21; 


B-603, $16. 50; Phileco trickle 


charger, TC-60, 





ROLLER SKATES.—Orders are fair 
for spring shipment. 
_Jobbers quote f.o.b. Cleveland: 
Union Hardware Co. line, Nos. 4 and 
>, $1.42 per pair; No. 6, $1.55 per pair; 
No. 3, children, 75c. per pair. 
ROPE.—Quite a little rope business is 
being taken for both early delivery and 
for spring. 
Cleveland jobbers quote best grade 
of manila rope at 23%c. per Ib. for 
factory shipment and 24c. per Ib. for 


stock shipments; sisal rope, 16c. per 

lb. for factory shipment and 16\%e. 

for shipment from stocks, 
ROASTERS.—Prices that prevailed 


last year have been announced for 
Savory roasters for 1928. 


Cleveland jobbers quote No. 75 


plain polish, $8.90 per doz.; No. 200, 
$15 per doz.; No. 11, dark blue en- 
ameled, $21.25 per doz.; No. 41 same 


in large size, $27.50 per doz.; No. 13, 

small Magnolia, $28 per doz.; No. 43, 

large Magnolia, $34.50 per doz, 
SCREEN DOORS AND WINDOWS.— 
Orders are not very plentiful as most 
retailers bought before the price ad- 
vance. 


Cleveland jobbers quote Continental 
line No. 288 doors, 2.8 ft. x 6.8 ft., 
$23 per doz.; 2.10 x 6.10, $24 per doz.; 
No. 315 G-12, 2.8 x 6.8 ft., $31.65 per 
doz.; 2.10 x 6.10, $32.65 per doz.; win- 
dows, No. 1233, $3.15 per doz.; No. 
_— $4. 15 per doz.; No. 2433, $4.90 per 
0 


SHEET S.—Galvanized 
rather quiet. Prices are unchanged. 


Cleveland jobbers quote 24- -gage 
galvanized sheets at $4.40 per 100 Ib. 


SOIL PIPE.—A 5 per cent reduction 
has been made on soil pipe. 


sheets are 


Jobbers quote f.o.b. Cleveland: 
Standard soil pipe 59 per cent off 
list, extra heavy, 64 per cent off list. 


STOVE BOARDS.—A moderate vol- 
ume of business has been taken since 
the recent announcement of new prices. 


Cleveland jobbers quote No. : 
Square, wood lined stove boards in 
full box lots, 28 x 28 in., $15.35 per 
doz.; No. 6 oblong wood lined, 24 x 36, 
$16.50 per doz.; No. 9, square paper 
lined, 28 x 28 in., $8.25 per doz.; wNo. 
12, oblong paper line, 24 x 36 in., 
$10 per doz. 


STOVE PIPE AND ELBOWS.—Orders 
are light, as most of the business has 
already been placed. 


Cleveland jobbers quote for factory 
shipment 6-in. 28-gage Security stove 


pipe at $3.28 per crate of 25 joints, 

and 6 -in. elbows, 28-gage, at $1.36 

per doz. 
VENTILATORS.—These are rather 
quiet. 


Jobbers quote Continental wooden 


types, No. 937, $3.75 per doz.; No. 
949, $5.10 per doz.; No. 1537, $4.80 per 
doz.; No. 1549, $6.60 per doz. Con- 
tinental ventilators, metal type, No. 


833, $4.30 per doz.; No. 837, $4.45 per 
doz.; No. 1137, $4.95 per doz.: No. 
1437, $6.45 per doz.; No. 1445, $7.30 per 
doz. Liberty all metal window 
screens, 18 x 33 in. galvanized, $6.80 
per doz.; 249 37 in., galvanized, $9.20 
per doz.; 18°* 33 bronze, $10 per doz.; 


24 x 37 bronze, $12.80 per doz. 
WOOD SCREWS.—tThese are in fair 
demand. 
Cleveland 
bright screws, 60 
round head, blue, 


jobbers quote flat head, 
per cent off list; 
50 per cent off list; 


flat head, japanned, 40 and 5 per cent 
off list; round head, nickel on steel, 
27%, and 10 per cent off list; flat 
head, brass, 50 per cent off list; round 
head, brass, 40 and 10 per cent off 
list. 
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Open Winter and Advanced Season in 


Missouri Valley Helps Spring Trade 


KANSAS CITY, Feb. 21.—Spring is very much in the air so far as 
the Missouri Valley wholesale hardware trade is concerned. Most’ 
of the houses report active retail response to the approach of the 


season. 


Trade tone and merchandise movement continue to show 


improvement over these weeks of last year. Jobbers believe that 
the first half of 1928 is almost sure to develop a satisfactory degree 
of activity. The second half of the year must depend largely upon 


the outcome of agricultural operations. 


The open winter has en- 


abled farmers to make early preparation for spring. They are 
already in the market for miscellaneous items of agricultural hard- 
ware. Their early purchases, though not yet heavy, are reflected in 
the movement of goods from the wholesale houses. 





In contrast with the prevailing quie- 
tude in February of last year, retail 
trade has been fairly brisk for several 
weeks. Recent weather has been ex- 
tremely favorable. Rains have sup- 
plied the fields with plenty of moisture, 
though temperatures have been mild. 
There is some apprehension that the 
fruit trees in the southern part of the 
territory may bud too early. Business 
is especially good with the retailers 
doing business in the corn-growing 
sections which yielded heavily last 
year. Probably less than half of the 
corn has been marketed. This crop 
continues to furnish the farmers with 
cash. 

Dealers in the one-crop wheat sec- 
tions are rather more expectant than 
jubilant. Most of the wheat money 
has been spent. However, it wiped out 
a large proportion of the rural in- 
debtedness and over the wheat belt 
generally the ground is in good con- 
dition for another big yield, although 
there are some local exceptions. In 
the latitude of Kansas City the wheat 
fields have been green for a week or so. 

Orders for the future are coming in 
briskly. Jobbers still complain that 
there is too much hand-to-mouth buy- 
ing, though several of them see some 
tendency for the retailers to order in 
larger quantities. Fencing, poultry 
netting, rope and galvanized ware are 
among the active items. Stocks on 
such merchandise are reported rather 
low. More sprayers, insecticides and 
fungicides are moving than usual. The 
trade on “dormant” sprays for fruit 
trees and plants not yet in the bud is 
developing a volume hitherto scarcely 
approached. 

The price sensation of the moment 
is furnished by the leather market. It 
is still on the rise, having advanced 
another two cents Feb. 7. Hides are 
both high and searce. They are bring- 
ing about double what they brought 
this time last year. Their price, of 
course, is a reflection of the top beef 
prices and, though the farmer has to 


pay more for his harness, that circum- 
stance is part of the condition that is 
bringing him general “relief.” Though 
preparing to meet the March rush on 
harness, dealers are buying their har- 
ness cautiously. No. 1 quality harness 
is selling at $70 a set. 

Builders’ hardware is going out in 
fair volume. So are mechanics’ tools. 
Bolts, copper rivets, chain, screws, files 
and other items usually identified with 
preparations for spring are active. 
Hatchets and axes are sluggish. Butts 
and hinges are in strong demand with 
jobbers’ stocks well assorted. Harness 
hardware is a brisk item. Hedge and 
pruning shears and garden hose show 
much activity. The lawnmower move- 
ment is beginning to develop. Alumi- 
num ware and kitchen utensils general- 
ly show strength. Gasoline stoves find 
an important place in- the demand. 
Leather goods excepted, all prices con- 
tinue firm. 


AXES.—Market slow. ’ Prices un- 
changed. Advancing season registers 
little effect. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 
quality. single-bitted unhandled 
axes, 3 to 4 Ib., $15.50, base; handled, 
$20 to $22, base. 


BUILDERS’ HARDWARE.—Some de- 
mand beginning to register. A fair 
movement, which promises to accele- 
rate, has set in. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Case 
lots of 2% x 2% steel butts, old cop- 
per and dull brass finish, $19.25 a 
hundred pair; 3% x 3%, $20 a hun- 
dred pair; 4 x 4, $27 a hundred pair; 
heavy steel bevel inside sets, case 
lots,. $6 per doz.; steel bit-keyed, 
front-door sets, $18 per doz. sets; 
wrought bronze metal, $2.25 per set; 
cylinder front-door sets, wrought 
bronze metal, $6 per set. 


COPPER RIVETS AND BURRS.— 
Trade betters with the advance of the 
season. High leather market stimu- 
lates demand; much harness repairing. 
Recent rise in price still holds. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Forty 





per cent off list; formerly 40-10 off. 


Reading matter continued on page 70 





CARRIAGE AND MACHINE BOLTS. 
—Quiet. Prices unchanged. Better 
movement expected soon. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Small 
carriage roll thread, 50-10-10-5 off 
list; small carriage cut thread, 50- 
10-5 off list; large ca e cut 
thread, 50-10-5 off list; small machine 
rolied thread, 50-10-10-5 off list; 
small machine cut, 50-10-5 off. From 
list as of April 1, 1927. 


CHAIN.—Seasonable movement begins. 
Log chains, trace chains and small 
chains increasingly active. No price 
change. 


We quote from jobbers’ stocks, 
f.o.b. Missouri . eee: “~— f 
coil chain, %-in., rr cwt.; No. 
el Tenso, 250- ft. Ted lots, $6 per 

. Freel. 

EAVES TROUGH AND CONDUCTOR 

PIPE.—Approach of spring heightens 

demand. Movement good. Prices sta- 

tionary. 

We quote from jobbers’ stocks 
f.o.b. Missouri River crossings: 28- 
gage, 5-in. lap joint eaves trough, 
$5 per 100 ft.; 28-gage, 3-in. conductor 
pipe, $5.40 per 100 ft. 

FIELD FENCING.—Demand starting 

off in satisfactory fashion. No intime- 

tion of price changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $24.00 
per 100 rods. 


FILES.—Preparation for spring ac- 
tivity livens the market. Movement 
fair to good. No price change. 


We quote from jobbers’ stocks, 
f.0.b. ——— River crossings: Nich- 
olson, r cent off list; jobbers’ 
brands on ull packages, 60- 10 off list. 


GALVANIZED WARE.—Orders going 
out in seasonable volume with tendency 
to accelerate. Prices firm. 


We quote from jobbers’ stocks, 
f.o#. Missouri River Poe: Gal- 
vanized tubs, standard No. 0, $5 per 
doz.; No. 1, $6.11 per rly No. 2, 
$6.88 per doz.; No. 3, $8.06 per doz.; 
common galvanized pails, 8-qt., $1.88 
per doz.; 10-qt., $2.12 per doz. 


GARDEN HOSE.—Spring orders are 
beginning to move and demand is good; 
prices continue to hold firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $6.50 
to $10.00 per 100 ft. 


HAMMERS.—Movement slow to fair. 
Better demand expected. Petnes un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. wieseert River crossings: First 
grade 711% mail hammers, $12.60 per 
doz. ; ——— mag. no ‘nail ham- 
mers, $6.50 to $8 per doz.; cast steel 
hammers, $3.60 per doz. 


HARNESS.—Abundant retail interest. 
Dealers have the advancing market 
under close observation, though dis- 
posed to be ready for the March de- 
— 


geste from jobbers’ stocks, 
Pg Missouri River comines: Reg- 
ular No. 1 quality, 1%-in. traces, 
$70.00 per set; No. 2 qany. TK in. 
traces, $58.00 per set; No. quality, 
$53.00 per set. 
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The Remington Weekly Letter 


AGAIN ABOUT PRICES 


I was just about to write that I was “amused” 
at the attitude of the Government toward patented 
goods sold on a price maintenance basis. I just 
caught myself in time in using that word 
“amused,” because one of our good jobbing 
friends recently criticized the writer severely when 
he used this word, referring to my being amused 
at the way a cut price travels. I think this jobber 
was right—“amused” was not the proper word. 
Probably it would have been better if I had used 
the word “shocked” or “startled.” Possibly I 
might have used the word “surprised.” 


So, I will not use the word “amused.” I will 
start all over zegain. I will say it hardly seems to 
be “logical” for the United States Government to 
grant a patent monopoly of seventeen years on an 
invention with the idea of rewarding the inventor 
for his discovery, and then when this inventor, in 
order to cash in on his petent, puts the patented 
article out on 2 price maintenance basis for the 
Government to claim the manufacturer is violating 
the Sherman Law and is entering into a criminal 
conspiracy against the peace and welfare of the 
people of these United States. 


Now, of course, I am not a lawyer, but I just 
cennot see how the owner of a patent can make 
any money out of the patent, unless he can regulate 
the price of the article during the life of the patent. 
Possibly the United States Government is logical 
in granting a monopoly of seventeen years in the 
Patent Department and then the Department of 
Justice refusing the inventor the right to establish 
a resale price on his invention. 


Well, I understand that Senator Capper and 
Congressman Kelly, of the Senate and House, re- 
‘ spectively, are introducing price maintenance bills, 
and in the discussion of this question of price 
maintenance it may be decided whether the owner 
of a patent monopoly has the right to establish the 
price on the goods manufactured under his patent. 


We have had a number of requests 
for reprints of these Weekly Letter, 
to be distributed to salesmen and 
others. We shall be glad to supply 
any of our customers with copies 
upon request. 


In any event, we are gled to report that the job- 
bers of this country seem to have awakened to the 
fact that they cannot sell goods without a profit. 


Of course, we all know that retail merchants, 
who have received price concessions in the past, 
will possibly hold up their orders, looking for a 
“soft spot.” Under conditions as they exist at 
present, both the jobbing house and the salesmen 
must have enough backbone to pass business for 
the time being, as these orders for goods must 
ultimately be placed. 


Salesmen must also be slow to jump at con- 
clusions. They must remember that price is only 
one factor in the placing of orders. There are 
many other factors. No matter how popular a 
salesman mzy be, there is never a case, where 
prices being equal, that every dealer in a territory 
will prefer to place his orders with the one sales- 
man, Just because a dealer will not place his 
order with you is not prima facie evidence that he 
has a cut price. Of course, we all know that many 
salesmen are prone, when they miss business, to 
give a cut price as an alibi. In this we are sure 
they are conscientious. They believe thet their 
good friend, the retail dealer, would not pass them 
up unless he had a better price. An investigation, 
however, in many cases has developed the fact that 
retailers hold up orders when they have not re- 
ceived any lower quotations. 


A retailer, naturally, cannot buy from every 
salesman who calls on him. He does not like to 
tell the salesman that he prefers to buy from his 
competitor. This would not be diplomatic. He, 
therefore, leaves the impression, whether inten- 
tionally or not, that the salesman who secured 
the business made him a better proposition. 


In these days of keen competition, if prices in 
all lines are not to be demoralized, both sales 
managers and salesmen must have the stamina and 
courage to stand pat on their prices. 


A POV LL 


President 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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HARNESS HARDWARE.—Refiecting 
the extreme liveliness of the leather 
market, demand is strong; prices 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: One- 
in. japanned snaps, $2.40 to $2.75 
per gross; No. 200 XC snaps, 1-in., 
$7.00 to $7. 50 per gross; roller — 
No. 85, $2.75 to $3.25 per doz.; 

47% xc bits, $1.50 to th 75 per a 
HATCHETS.—Boy Scout hatchets in 
fair demand; others sluggish. No price 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Size 
2 extra quality broad hatchets, 
$16.70 per doz.; competitive forged 
shingle hatchets, $6.50 per doz. 


HINGES.—tTrade better than usual at 
this season. Jobbing stocks in good 
selective condition. Prices steady. 


Heavy strap hinges in bundles, 4- 
in., $1.00; 5-in., $1.33; 6-in., $1. 68; 
8-in., $2.70; 10-in., $4.35 per doz. pair; 
extra heavy T-hinges, in bundles, 4- 
in., $1.38; 5-in., $1.70; 6-in., $2.04; 
8-in., $3.05. 
HORSE COLLARS.—Buying proceeds 
cautiously under stimulation of the 
steady advance in leather prices. Inter- 
est keen. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Full- 
grain, collar-leather collars, average 
16%-in. draft, $55.00 per doz. 


LAWNMOWERS.—Brisk booking of 
futures. Jobbing supply is in well as- 
sorted condition. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Hand 
lawnmowers, $5.65 to $30.00 each. 


MILD STEEL BARS.—Market normal. 
No price changes seem imminent. 


We quote from iobbers’ stocks, 
f.o.b. Missouri River crossings; Bars, 


shapes and small angles, $3.56 per 
cewt., base; structural sizes and 
shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; 
reinforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Orders fairly satisfactory. 
Continued good weather expected to 
stimulate movement. Recent advance 
holds trade interest. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Com- 
mon wire nails, $3.50 per keg, base 
(see new extras). 

OILS.—Seasonable call expected. Little 
current volume. Prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings; Raw 
linseed oil in bbl. lots, $0.88 per gal.; 
boiled linseed oil in bbl. lots, $0.91 
per gal.; raw linseed oil in half-bbl. 
lots, $0.93 per gal.; turpentine in bbl. 
$50 $0.75 per gal.; half-bbl. lots, 


POULTRY N ETTIN G.—Movement 
better than usual in February, show- 
ing continued development of the poul- 
try industry throughout the Southwest; 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 50- 
10-5% to 60 off list. 


ROPE.—Demand continues good. Deal- 
ers ordering freely. Prices remain firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: High- 
est quality Manila rope, standard 
brands, 24 cents per —. base; No. 
2 Manila, standard brands, 22 cents 
per pound; No. 1 sisal rope, highest 
quality, standard brands, 19 cents 
per pound; No. 2 sisal rope, standard 
brands, 15 to 16% cents per pound. 


SCREWS.—Movement normal for the 
season. Better volume expected. No 
price changes. 








We quote from jobbers’ stock, 
f.o.b Missouri River crossings: Flat- 
head bright screws, 50-20 per cent 
off list; former price, 50-10 off; 
round-head blued screws, 45-15 per 
cent off list: flat-head brass screws, 
45-15 per cent off list; round-head 
brass screws, 40-15 per cent off list. 


SMOOTH WIRE.—Movement fair. 
Open February weather promises in- 
crease. Prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $3.35 
per cwt., base. 


SOLE LEATHER.—Active. Prices still 
on the upward trend. Careful weigh- 
ing advised. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: No. 
: os leather strips, 98c; light No. 
, 80c. 


STEEL SHEETS.—Current volume 
a0 went continue steady. 


ote from jobbers’ stocks, 
oP Rineoeri River crossings: 
Twenty-eight gage galvanized fiat, 
$5.75 per cwt.; 28 gage black flat, 
$5.00 per cwt.; corrugated iron, 28 
gage galvanized, $4.85 per square; 
28 gage galvanized corrugated, $5.45 
per square; 28 gage painte cor- 
rugated, $3.50 per square. 


SWEAT PADS.—One of the biggest 
retail demands ever registered in the 
Missouri Valley. Present prices hold- 
ing. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $4.25 
per doz., 20-in. base. 

WIRE CLOTH.—Active demand. Not 
much retail carry-over. Prices remain 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 
Black, 12-mesh, $1.85 = 100 sq. ft.; 
galvanized, 12-mesh, $2.05 per 100 sq. 
ft.; galvanized, 14-mesh, $2.45 per 100 
sq. ft.; galvanized, 16-mesh, $2.80 per 
100 sq. ft. 


Twin Cities Market Week Helps Northwest 


Jobbers’ Business—Prices Are Firm 


MINNEAPOLIS, Feb. 21.—Final 


(Minneapolis office of HAkDWARE AGr) 
reports from Twin Cities Market 


Week reveal that more merchants than ever took advantage of the 
opportunity to make their spring purchases. Registration showed 
that merchants from nine States attended the Market Week and en- 
joyed the special programs and entertainments which were planned 
for them. All of which means that the Twin Cities are prepared 


to furnish merchandise to all of 
and are steadily gaining in trade 


the merchants in the Northwest, 
prestige. 


Prices for the most part are firm, showing but few changes. Col- 


lections are normal for this time 


of the year. 





AXES.—Demand is steady, with stocks 

well assorted. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit, 
$19.25; double bit, $24.25 per doz. net. 


BOLTS.—Sales are nominal. with 
stocks gradually filling for the ex- 
pected trade. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage and ma- 


chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
screws, 60 per cent from standard 
lists. 


BUILDING PAPER.—Demand is still 
light, with stocks in dealers’ ware- 
houses kept in proportion. Prices have 
not changed. 

We quote from jobbers’ stocks, 
nog’ Twin Cities: Rosin sized build- 
ing paper at $2.75 cwt., and tarred 
felts at $3.10 ewt., net. 

BUILDERS’ HARDWARE.—Deliver- 


ies at present are low, but with very 








good prospects for the coming season. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 34%, x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c. pair; in less than case lots, 
18c. pair in case lots; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, 26c, pair in less than case lots, 
25c. pair in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz. sets, case lots, 
$6.75 doz. sets; steel bit-keyed front 
door sets, $1.60 per set; wrought 
brass outside trim, bit-keyed front 
door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair; 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in.. $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Call is steady, with fair 
volume. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, 4% x 
14, $13.85; % x 14, $10.80; % x 14, 


Reading matter continued on page 72 
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with FOLDER-WAY _ 
rooms do double duty 











(Re FoldeR-Way illustrated here is 

Bg particularly suitable for doors of 

medium weight. Doors are car- 

ried by ball-bearing hanger run- 
ning in overhead track. 


Shown below are doors opened 
and closed. Note how they fold 
out of the way. 























TH property values up and rising, 

practical men hesitate to set aside val- 

uable space for occasional use. And there 
is no need. 


FoldeR-Way partition door hardware is 
the economical and convenient solution of 
the problem. With doors closed, rooms re- 
main separate units; open and folded out 
of the way, a single, spacious room that 
quickly meets emergency needs. 


FoldeR-Way is ideal doorway equip- 
ment for hotels, churches, auditoriums, 
gymnasiums or lodge halls. Noiseless, easy- 
operating doors that do not sag or rattle or 
stick—just like folding up an entire wall. 


Richards-Wilcox doorway engineers will 
be glad to serve you. 




















Upper view 
shows how doors 
fold to both sides 
of opening, convert- 
ing several small 
rooms into one. 





New You: - - AURORA,ILLINOIS,U.S.A. ~~ - chicago 
Boston Philadelphia Cleveland Cincinnati atanget Ot St. ——- — toons Des Moines 
Minneapolis ansas City Los Angeles eattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, “ONT. + Winnipeg 


LARGEST AND MOST COMPLETE LINE OF DOOR HARDWARE MADE 
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$10.20; proof coil chain, % in., $12; % 
in., $8.95; % In., $8.35; % in., $9.20 
cwt., net. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are very light 
in the retail end. Some dealers are 
stocking up for the spring ‘trade. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
ga., 5 in., S. B., slip joint, in crates, 
$5.50 per 100 ft.; conductor pipe, 28 
ga., 3 in., in crates, not nested, $5.40 
per 100 ft.; 3 in., $1.73 doz. net. 


FILES.—Demand is steady, with per- 
haps some gain over a few weeks ago. 
Stocks are well filled, and prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files, 
60 per cent from lists. 


GALVANIZED WARE.—Sales show a 
fair volume, with stocks ample for the 
call. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10 qt. 
galvanized pails, $2.45; 12 qt., $2.65; 
14 qt., $2.95; stock pails, 16 qt., $4.70; 
18 qt., $5.50; standard galvanized 
tubs, No. 1, $6.75; No. 2, $7.65; No. 
3, $8.95; heavy tubs, No. 1, $12.60; No. 
2, $13.80; No. 3, $15 doz. net. 


GLASS AND PUTTY.—Demand is 
still at a low point in a retail way. 
Stocks are ample for present call. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
50 Ib. containers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Hand 
tools are beginning to sell slightly 
better, and stocks are filling for the 
spring trade. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 
No. HF81, $12; Plumb broad hatchets, 
No. 2, $16.40; shingling, No. 2, $12.50 
and claw, No. 2, $13.75 doz. net. 


LAMPS AND LANTERNS.—Sales are 
still showing a very good volume. 
Stocks are well assorted, with prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Coleman lamps, 
No. C329, $6.25; No. (318, $7; No. 
C317, $7.40 each; lanterns, No. L327, 
$5.25; No. L427, $6; No. L227, $6.10 
each; tubular, long or short globe 
lanterns, $13 doz. net. 


OIL HEATERS.—Call for oil heaters 
is still nominal, but dealers are looking 
ahead to the coming spring demand, 
and are filling their stocks accordingly. 
Prices are steady and firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; sy" 15, $7; No. 

10.50; "i 

y , $8.75; No. 0191, $11; 

o. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


NAILS.—Present sales are still light. 
Building prospects are very good, and 
jobbers are prepared to make prompt 
deliveries. Prices are steady since the 
advance announced recently. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-Ib. kegs at $3.20 per keg, 
ase. 


PYREX OVENWARE.—Demand sstill 





is fair, with ample stocks on hand. 
Prices are firm, 


We quote from jobbers’ stocks, 
f.o.v. Twin Cities: No. 623 casseroles, 
$1.16; No. 624 casseroies, $1.63; No. 
634 casseroles, $1.33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No. 209 pie plates, 60c.; No. 231 util- 
ity dishes, 6ic.; No. 12 tea pots, $1.67; 
No. 26 tea pots, $2.33, and No. 953 


percolator tops, 7c. each net. 


REGISTERS.—Sales are showing a 
fair volume for this time of the year. 
Stocks are well filled, and prices firm. 


We quote from jobbeis’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Demand is holding up 
well, with stocks well filled. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. ‘'win Cities: Floor register 
shields, $12 doz. wall, $6 doz. and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each net. 


ROPE.—Call for rope is fair, with 
stocks ample for present needs. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope, 24c. and best grade sisal rope, 
l7c. Ib., base. 


SANDPAPER.—There is a fair de- 
mand for abrasives, with stocks well 
assorted. Sales are possibly slightly 
better than the first of the year. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sand- 
paper, No. 1, 85c. per box of 75 sheets; 
second grade, No. 1, 77c. per box of 
75 sheets; garnet No. 1, $16.75 per 
ream, net. 


SANITARY PRODUCTS.—Demand is 
fair, with stocks well balanced. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Presto Products—oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. sizes, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz, size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
ease lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz., gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz., gross lots,. $2 
per doz, 

_ Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 


SCREWS.—Sales are steady, with 
stocks well filled. Prices are firm as 
last quoted. 


« We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent; flat head 
japanned, 37% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent, and round head brass, 
40 per cent from new lists. 





SKATES.—Demand for ice skates is 
steadily diminishing. Dealers still are 
purchasing roller skates for the spring 
trade. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, $1.30 
pair net. 


SOLDER.—Sales are fair, with stocks 
well filled. The price has made a slight 


advance. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 3644c, lb., and war- 
ranted half and half solder at 37%c. 
lb., net, in 100-lb. boxes. 


STEEL SHEETS.—Demand is‘ still 
light in a retail way, with sales to 
shops showing some increase. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Call is steady, with stocks well 
filled. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box and roofing 
tin, IC, 20 x 28, 8 lb, coating, $15.50 
box, net. 


WEATHER STRIPS.—Sales are show- 
ing the effects of the approach of 
spring. Stocks are being graded down 
rapidly for the close of the season. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 70, felt weather 
strip, $2.10; No. 71, $2.10; No. 71%, 

3; No. 74, $4.20; No. 8, flexible rub- 

ers, $1.50; No. 9, $1.80; No. 10, $2.40; 

o. 11, $3; Flex-O-Mold, 500 ft. rolls, 
$2.25; Wirf’s 500 ft. rolls, $4.40; Bos- 
ley’s, 500 ft. rolls, $3.94 per 100 ft., 
net. 


WINDOW VENTILATORS.—Sales are 
very good, and dealers are anticipating 
a steady demand for the next few 
months. Prices are steady. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; No. ‘ 
$5.60; No. 3, $6.40, and No. 4, $7.60 
doz., net. 


WIRE.—Call is still light, with stocks 
being filled for the coming demand. 
Prices show no further changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool; 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool; painted 
hog barbed wire, $3.18 per 80-rod 
spool; No. 9 (base) smooth galvan- 
ized wire, $3.65 cwt.; No. 9 (base) 
smooth black wire, $3.20 cwt. 


WHEELBARROWS.—Stocks are being 
prepared for the spring trade. Prices 
are firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows, $36.50 
doz.; No. 2 tubular, $7.33 each, and 
No. 1 garden, 6.25 each, net. 


WRENCHES.—Sales are slowly in- 
creasing, with a marked demand from 
garages and shops. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65._per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
no ial 12 in., $2.06; 15 in., $2.75 each, 
net. 


Reading matter continued on page 74 



































Sell Hack Saw Blades 
Quicker: at Good Profit 











More sales, less stock to carry and 
quick turnover, are what you get 
when you carty “Jiffyseller” Assort- 
ment of Simonds Hack Saw Blades. 
It gives you a full assortment of 
wanted sizes in blades with proper 
number of teeth for different kinds 
of metal cutting. One gross of 
blades, packed in a convenient con- 
tainer takes the place of a shelf full 
of slowly moving sizes and peps up 
your sales. It is convenient to handle 


aU nine inne Sead 


HACK SAW BLADES 






“ESTABLISHED 1832” 


Hardware Department 


‘JIE | ae SELLER’ 
SiIMONDS Hack Saw 


ASSORTMENT 
Blades 


At Dele aT. 


and the attractive container acts as a 
“‘Jiffyseller” As- 


sortment permits you to sell hack saw 


counter salesman. 


blades faster. The blades are con- 
veniently arranged in lengths of 8— 
10—12 inches with the proper num- 
ber of teeth—18—24—32. You 
make one gross do the work of many. 


Your Jobber of supply you with 
‘Jiffyseller” Assortment, Simonds 
High Quality Hack Saw Blades. 


>>> 


Fitchburg, Mass. 
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New York Hardware Market Is Quiet— 
Some Spring Lines Moving 


NEW YORK, Feb. 22.—Current business in the New York whole- | SASH CORD.—A moderate demand is 
sale hardware market is showing marked quietness at this time. | beimé met from ample jobbers’ stocks, 
and there has been no_ noticeable 


While some jobbers report some movement of spring lines, others | 5, ne: fe titles. 


state that business is far from satisfactory. JOBBERS’ QUOTATIONS TO RE. 
It is the between seasons period with the retailers and many have TAILERS, NEW 
Sash cord, Samson spot No. 8, " "0c. 


brought up their stocks with fill-in orders, so that their requirements to 72c.; Aetna No. 8, 3ic., and Phoe- 
nix No. 8, 38c. to ie. 


for spring are light. The unusually mild winter has hurt the sale a 5 & ie bas bat ns 

of snow goods and other winter lines in the metropolitan area. ce. ba BepEOs. teal 7 
hi is ex : : $4.8 G .—Prices are still being main- 

This lull is expected to be temporary and spring business, it is be saidil. ‘saat the aitmesouiees. dean ie 


lieved, will average up fairly well with that of last year, once it com- being met by the jobbers who report 








mences to move. their stock to be adequate. 
Prices remain firm on practically all lines. TJOBBERS. QUOTATIONS TO RE- 
Collections are reported generally fair. Screws, ek kied, Wlihk Sree, B6- 


10-10; round heads, blue, 45-10-10; 
- round head, iron, nickel plated, 2714 - 
10-10; flat head, ‘galvanized, 20-10-10; 




















BATTERIES.—There has been no | . mig =e — Westclox, mie, —e- fiat head, brass, #5-10- 10; round head, 
. ° ° ° . en lots, -16; dozen lots, 40, anc rass, -10-10. ese scounts ap- 
change in prices in the past week; the 2 dozen lots, $1.65; same, luminous, ply to new standard screw lists. 
demand continues to be normal. ee lots, ta ae lots, $2.38, SANITARY  PRODUCTS.—Local 
JOBBERS’ QUOTATIONS TO RE- rowing. om let ete stocks are reported to be both adequate 
TAILERS, F.0.B. NEW YORK: NAILS.—Prices continue the same. and d lL Pri in th 
hy. colle, | No. fe — pe: stocks are reported to be satisfactory, | — aenmiie ciiieartiiiian * mg ae 
each. ; supplying a continued normal demand. TAILERS, F.0.B. NEW YORK: __ 
B batteries, No. 767, $2.62 each; in JOBBERS’ QUOTATIONS TO. RE Desolvo special pipe cleaner, 10. oz. 
units of 5, $2. 44 each; No. 772 (ver- TAILERS, F.0.B. NEW YORK . size, less than case lots, $2.25 per 
tical type), $2.62 each: in units of 5, doz.; case of 3 doz., $2.15 per doz.; 
$2.44 each; heavy duty vertical type, Common wire nails, bright, 4d, ‘pass and in gross lots, $2 7s. Fodly: The: mai 
No. 770, $3.40 each; in units of 5, per keg; 6d, $4.10 per keg, and 8d, triple strength, 16 oz. size, case of 2 
$3.17 each. Layerbilt, No. 486, $3.59 keg; 10d, $3.75 per keg. Common doz. cans, $4 per doz.; half gross lots, 
each; units of 5, $3.33. wire nails, galvanized, 4d, $6.75 per yg _ ey he gross aah’ be 50 per 
/ keg; 6d, $6.50 per keg; 8d, $6.35 per oz. Desolvo, triple streng n 
BOLTS AND NUTS.—Ample - stocks keg, and 10d, $6.25 per keg. J cans, case of 1 doz. cans, $7 per doz., 
are reported, and normal sales con- Wire box nails, smooth, 4d, $4.45 and gross lots, a 50 en doz. h 
inue. Prices are unch , er keg; 6d, $4.10 per keg, and 8d, | Kloset Klean, 22 oz. size, less than 
i ' 6 eames $3.95 ior on Phy Wire. catdhiie nails, | case lots, ot per ee: case < 2 
| JOBBERS’ QUOTATIONS TO RE- bright, 4d, $4.95 per keg; 6d, $4.35 dos. cans, $2.15 per dos.; gross lots, 
TAILERS, F.0.8 NEW YORK: per keg; 8d, $4.10 per keg, and 10d pd agg 
} : ; y . Tubola, 12 oz. cans, less than case 
| Carriage bolts, 50 and 10 off list. $4 per keg. Wire finishing nails, gal- lots, $2.25 per doz.; case of 2 doz. 
Case bolts, 60 per cent off list. vanized, 4d. $7.45 per keg; 6d, $6.85 cans, $2.15 per doz.; gross lots, $2 
Stove bolts, 80 per cent off list. per keg; 8d, $6.60 per keg, and 10d, per doz. ; : 
me ey ~ 9 % a 6 and ena $6.50 per keg. A gw oe en liquid, ainsi quarts, 
anc re) t; larger to .50; h tity, Reg 
4 per cent off list; 1% to 1%, 30 off RADIO TUBES.—Steady sales have owt ag aren quantity, $1.76 hn “7 
list. continued and it is reported that stocks Presto Products—oll soap, 16 oz. 
Coach screws, 50 and 10 off list. are aieeate. size, $2.60 per dozen; bowl cleaner, 
/ Case bolts, 60 per cent off list. e q 3 st. — == +a an: pipe 
| Step bolts, 50 per cent off list. <Sae’ QUOTATIONS To RE- — "Gaeasiade wes ON a f= 
BUTTS.—tThese are still being quoted ae ike .. Anse $i. a4 ee tee, 
7 y’ s Oo er 5 ’ ° 
at the price reported last week—3% x} 30° , $4.00 $2.80 size, $1.80 per doz.; Waterless cleaner, 
3%, 19c. per pair, with the case lot hampton 1.50 1.05 3 pt. ety fe Pe con; sume, 5 at. 
price at 18c. Stocks continue adequate. RIES GR 5s vccek se 3.50 2.45 on. ate, Ae 60 Per Gos. same, 12 oz. 
* . size, er doz resto Lustre, 
CLOCKS.—There has been no notice- pong bette teen eeenees apr ee So. size, $2 60 per doz.; 12, on. 
: i fne, | «.- CAROEL nce vencccenceccs . ° size, $4.32 per doz.; 16 oz. size, .40 
able change in the sales on this line. Re. SV sias Ssebbavcsas 2.25 1.58 per doz., and Dry Cleaner, 8 oz. size, 
Jobbers report adequate stocks. ME i co rags dee oe 2.25 1.58 $3.60 per doz. 
JOBBERS’ QUOTATIONS TO RE- |.” EAE i regia 2.50 1.55 ‘| VENTILATORS.—These are quite ac- 
TAILERS, F.0.B. NEW YORK: NOS sisi geane veers 2.50 1.55 tive at the present time, and the demand 
op tlorm coche, Be oy py sete, COD tks ohio sta ss Oe 2.50 1.55 is being met from adequate local stocks. 
-29; dozen lots, $2.21; seria ee gn ic ime RT a mi) 3.50 ; : i 
$2.15; same luminous, broken lots, Cxs00 «.-... : : 5 95 Steady prices are being continued. 
$3.16; dozen lots, $3.06 and 2 dozen CX381 1. eee eee ee eee 5 ° JOBBERS’ QUOTATIONS TO RE. 
—_. ag Pe A Ben — SEEM iin. g Soto odes bs 9.00 6.30 TAILERS, F.0.B. NEW YORK 
uminous e same respective prices. {| @ya74 ................ 33 
Ben Hur, broken lots, $1.76; dosen CRB74 55. 4.75 3.3 Continental ventilators, weoden 
lots, $1.70, and 2 dozen lots, $1.65; CO cain. +s tans Be 3.00 2.10 type, No. 923, $3.65; No. 937, $4.00; 
same luminous, broken lots, $2.46; ee eee 6.00 4.20 TR A A dd No. 7 1198030 ‘B 
dozen lots, $2.38; and 2 dozen lots, 836 ’ $3. 35, all prices per dozen. 
=. RADIATOR AIR MOISTENERS.— Continental ventilators, metal type 
: =’ Bg Mavens mg diel. — There has been a consistently brisk de- No. 883, $4.60; No. 837, $4.75; No. 
dozen lots, $1.65. Blue Bird, broken mand for these products, and jobbers 113, $5.30; Dg ile: Bes; a "14st 
lots, $1.22; dosen lots, $1.19, and 2 are filling orders from adequate stocks. er dozen. Aso 
dozen lots, $1.15. Sleep Meter, broken . cs P 
lots, $1.40; dozen lots, $1.36; and 2 Prices remain firm. Diamond E. ventilators, all metal 
dozen lots, $1.32. Jack-O-Lantern, type, No. 01, 36% cents; No. -* 40 
luminous dial, broken lots, $2.10; JOBBERS’ QUOTATIONS TO RE- cents; No. 03, 46% cents; No. 1, 43% 
dozen lots, 2°04, = 2 Gosen lots, TAILERS, F.O.B. NEW YORK: cents; a 3, ts cents; _~_ slg 
$1.98. American, broken lots, $1.0 s cents; No. 4, cents, an o. 5, 
Nesco, No. 5, silver finish, and 70 cents, All Diamond E prices ar 
dozen lots, $1.02, and 2 dozen lots, Nesco No. 50, gold finish, 45c. each. an 8, Pp e 





i 99 cents. 
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Every Hardware Buyer 


Needs Hardware Age 








No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the duy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near the bottom every time. 


HARDWARE AGE 


“The weekly text book of hardware merchandising ”’ 
239 West 39th St. -t- New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00; Canada, $4.00; Foreign, $6.00 
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Pittsburgh Business Still Lageine— 
Jobbers Wait for Spring Goods Sale 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 21.—Hardware jobbers are wondering what is the 
matter with business for, after experiencing the poorest January in sev- 
eral years, it was expected that this month would develop a considerable 
upturn, but with the month three-quarters gone there is no appreciable 


improvement noted. 


There has been a substantial upturn in steel business and in the 
operations of steel works and rolling mills, but it is becoming apparent 
that this activity, at least partly, has been stimulated by a succession 
of price advances, each of which has been preceded by giving buyers 


an opportunity to buy at the prices ruling prior to the advance. 


There 


has been a material increase in the production of automobiles and a 
good deal more steel has been going to that industry since the opening 


of the year than in the previous two or three months. 


There has been 


a pick-up in the orders for railroad rolling stock and some gain in the 
shipments of steel for that purpose, while the agricultural implement 
manufacturers have continued to take steel well, and while mostly in a 
few large projects the tonnage of structural steel has been large enough 


to be satisfactory. 





AUTOMOBILE ACCESSORIES.—This 
line is absolutely devoid of life, and 
jobbers have not had much occasion to 
feel thankful for what the winter has 
produced, since there has been little 
snow and only a few brief periods of 
really cold weather. Jobbers quote: 


Alcohol.—In barrel lots, 49c. to 57c. 
per gal. 

ivo.—In 55 gal. drums, ay per 
ore i 30 gal. drums, $2.30; 3 gal. cans, 


Prestone.—Eveready, $3.60 per gal. 

Chains.—Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35. per 
cent off list; lots of 50 or more, 40 
per cent off list. 

Freezmeters.—Best, 60c. each; good, 


5e. 
Hydrometers. — Standard makes, 
65c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Business is better, but not good. 
Prices to retailers of the popular sizes 
of tires and tubes handled by the hard- 
ware trade: 


Casings.—High pressure, cord, 30 x 
3% in. ry § .10 each; — ex- 
tra size, $8.30; x 4 in., $13; x 4 
in., $13.80; #3 x4 in. $14.50; ‘4 
ns ae RAR, F- in., » $19.56; x4 
a ¥ 25.50; balloon, 
29 140 ine $9.15; 6 SE ine, $13, 34 
x Fa bon sist: 30 x 5.25 in., 20 in 
rim, $15.1 21 in, rim, $15.65; 30 x 5. 17 
in., $20.85; 30 x 6 in., $20.40; 32 x 6 
in., 20 in. rim, $21.10; 21 in. rim, 
$21.80. 

Tubes.—High pressure, tan, - x 
$20: in. iclincher, 1.60 Are hae x 4 in., 


n., $2. 4 in., 
4- £5 ins $230; 33 x 4 in., 


300; 34 x 3.10; 33 x 5 in., 
3.75; gray “Ren” s. "tse to 50c. 
less = gray, 29 x 4.40 in., $1.85; 
130 x 2.25; 31 * J - $2.30; 30 
ji ees ine ‘hte rim, $ ; 21 in. rim, 
#3 x n. H x in., 
; i $2- .65; 30 x 5.77 ft $3 SUE 6 
3.10; 33 x 6 in., $3.35 


TTERIES.—Business in dry-cell 
batteries is not as good as it was re- 
aptly. Jobbers quote: 


Broken Unit 
Packages Packages 
$1 $0.97 


ENO, BIB is nescceces 1.05 
EEN, 486 .....ccccece 3.85 
INO. 764 ......ceeeee 1.22 1.14 
RENO, T66 -......c0s00 1.40 1.30 
US ee rr 1.22 1.14 
SE ins ob a8 40005 2.62 2.44 
JS Bae ee 2.62 2.44 
eer 3.40 3.17 
>: OR) eer 42 +39 
Ne tt GR Ae 40 36% 





4. 





No. 6 dry cells, ignition type unit 
package, 3244c. each. 

ge ag Rg 7 ry ~—_ 
No. 9%4c.; No. 790, 184%c.; No. 
705, bag No. 750, 18\%c.; No. 761, 25c. 
sottet Shot.—No. 1461, $1. 67; No. "1661, 


BOLTS, NUTS AND RIVETS.—Fair 
demand for small lots is reported by 
jobbers, who are holding to recent 
prices despite some competition from 


outside jobbers. 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 per cent off list. 

Nuts.—All Fal 60 to 62% per 
cent off list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Demands 
are a little more numerous than they 
were recently, but volume still is small. 


Prices are firm. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in. $18.50 per 100 pair; 
i x 3% in., $19; 4 in. x 4 in., $30. 

inges.—Heavy strap, 6 in., $1.85 
oe oo sd in., o% 10 in., $4.80; 
te XE $2.30 per doz.; 

3 — i wits 10 ‘in. 38. 40; light strap, 
with’ wee cked one pair in a 
box, 3 in., r 100 pair; 4 in., 
eS 60; ight, T. % " $11 per 100 pair; 


hk, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
Ha ‘per ‘doz.; 4% in., $1.14; 6 in., 


Garage Sets. aes tad hinges, 10 
in., $3.00 per set 


FARM, GARDEN AND LAWN. SUP- 
PLIES.—Some interest in forks, rakes 
and hoes, and dealers are looking for 
expanding demand in other farm, gar- 
den and lawn tools with the approach 


of spring. They quote: 


Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.68 per doz.; 
41, $15.24; spading forks, No. 84, g101 80 
per doz.; No. 72, $14.28; garden rakes, 
og - ‘$5.64 er doz.; og 512, . ee 


Barr ows.—Garden, No. . . oe 65 
each; No. ~a 75; No. 83, $5.00; No. 
84, $7. 75: N , $4. 50; No. 35, $5.75; 
No. 25, $6.25, 


*“Trowels.—Garden, No. 7, $1.40 per 


* 





4 


doz.; No. 803, 90c.; No. 809, ei No. 
100, $3.50; No. 85, 80c.; No. 02, 5c. 

Grass Hooks and Shears.—Hooks 
No. 7, $2.50 per doz.; No. 450, $4: 
German, $3.60; English, $7; shears, 
No, 360, $3 per doz.; No. 380, $3.60; 
No. 520, 5.50; No. 525, $7; No. 520, 
$5.50; No. 540, $6. 

Shears. —Pruning, No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8-in. blades, $1.25 
to $1.75 each: awe $1.40 to $1.90; 

oO $2. 


Pruners.—'lree, Waters, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
dale, $1.35 to $1.65; McKenney, $2.60 
to $3.60. 

Hose, Reels and Nozzles.—Garden 
hose, 7 et ft. rolls, %-in., 9c. per 
ft. ¢ & -j 9%c.; %-in., 11c.; nozzles, 
$3. 60 to "46 per doz.; reels, $1 to $4 
each. 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; — Rain King, $7.50; 
Pluvius, $1.1 

Sprinkling Seis —Galvanized, 4- 745: 

$6 per doz.; 6-qt., $6.60; 8-qt., $7.5 
10-qt., 40. 
Lawn Mowers.—12- in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13. 50; 18- -in., $8.50 to $14; 20-in., 
$10.50 to $15. 


INCUBATORS AND BROODERS.— 
There is a growing demand for these 
items as the supply of eggs increases. 


Incubators, No. 1, 26. 25 each; No. 
2, hye 15; No, 3, $40.43; No. 4 $47.60: 
$74: 90; No, 148, $11.55; No. 16E; 

$19 9 a8: 17E, $25.73; prooders, 
portable, 3 20, $8. 23 each; No. Rd 
ge 4 No. 22, $13.30; blue flame, N 0. 
0, $14; No. 81, 15. 75; coal burning, 
No. 114, $15.05: No. 118, $18.55; No. 


OVENS.—A few advance orders are 
being received for oil stove ovens, 
which jobbers quote: 


No. 25, $2.40 each; No. 35, $2.20; 
Bion” $3. 10; No. 50, $1.30; No. 55, 


PAINTING SUPPLIES.—Business still 
is slack, and traveling salesmen report 
that it is very difficult this year to se- 
cure advance spring orders. Prices 
show no changes. 


Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2.00 (whites and dark 

ees, ‘6c. per gal. higher); white 

ead, 13%c. per Ib. in 100-Ib. lots; 10 
per cent less in lots of 500 Ib. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 77c. per gal- 
lon in barrel lots; raw linseed oil, 
11.3c. per Ib. in barrel lots. 


POULTRY NETTING.—Jobbers report 
some increase in the demand for this 
item. They quote galvanized netting 
at 50 and 10 per cent off list after 
weaving. 

POULTRY SUPPLIES.—Improved de- 
mand is noted for fountains, feeding 
troughs and mash hoppers. Jobbers 
quote: 


Fountains 25c. to $1 each; feeding 
troughs 20c. to 85c. each; mash hop- 
pers, $1.30 to $2.10 each. 


SCREEN WIRE CLOTH.—This line is 
now beginning to show some life. Job- 


bers qtote: i 
Black, $1.80 per 100 sq. ft.; opal, 
$2.10; bronze, $5.50. +7 


SKATES.—Rather good demand is 
noted for roller skates, but ice skatés 
are not wanted, as there is no ice on 
which to use them. Jobbers quote: 


Roller Skates.—Union Hardware 
Co. line, N6; 2, 70c. per pair; No. 3, 


Reading matter continued on page 78 
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MORCO Quality” 


be For further information regarding Morco wrenches write the nearest sales office. 2 
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75c.; No. 10, $1.05; No. 6, $1.55; Wins- ssi, $5.25; No, 1549, $7.10, and No. Db. SUakeyeind Deh aus 3.40 4.05 
low line, No. 38%, $1.50; No. 38, $3.35, all prices per dozen. eS ere peers, 3.60 4.30 
$1.60; No. 38, rubber-tired, $2.50 per. "Cluktindabel ventilators, metal type, SO ME. ch eGeee tween thes 3.80 4.45 
pair. No. 833, $4.60; No. 837, $4.75; No. Barber wire (per 80-rod spool): 
Ice Skates.— Winslow line, No. 2110, 1137, $5.30; No. 1145, $6.35; No. 1437, B-MeeME CATS ooo. csc specs ss eden $2.97 
65c. per pair; same, L. S., $1.12; No $6.90, and No. 1445, $7.80,’ all prices Gene WOR 4s... ho 5 <. ie 3.18 
2120, $1.20; same, L. s: $1.50; No. per dozen. A eS ne 3.43 
2140, $2.20; same, L. S., $2.50. Diamond E ventilators, all metal 4<point. cattle. 3... .i0005-5-. bnaed 17 
type, No. 01, 36% cents; No. 02, 40 2-point cattle (special) ......... 2.25 
SANITARY PRODUCTS.—Seasonally cents; No. 03, 46% cents; No. 1, 43% Field Woven Wire Fence (per 100 
. * cents; No. 2, 46% cents; No. 3, 534 P 
good demand is reported for these lines, cents; No. 4, 63% cents, and No. 5 rod): , es 
which jobbers quote: 70 sonae. All Diamond E prices are reas RE OE tg WR vee es 
ene Brno. scticwu.s sleanes + eee Ke 5.8 
Desolvo, No. 16, $3.75 per doz.; No. : . 3) rere a See) ae 27.70 
10, $2.15 per doz.; Kloset Klean, $2 WIRE PRODUCTS.—Jobbers report a 126-9. ...--eneesvesereerereres 37.00 
per doz.; Saniflush, $2.25 per doz. j SOE cciesvecesevlideucasddtia 5. 
Presto pipe opener, $2 per doz.; much improved demand for field and gh REPT OTE Pee ey ere 49.20 
tile and porcelain cleaner, $1.20 per poultry fence and also for fence and wee ltr: oe 
doz.; bowl cleaner, $1.8 ; ; : : oO DP Swe vanes ocd OED +.0's' ote 
F ‘ [ wee barbed wire. Nails are fairly active. Oe See Pees eee ae 44.00 
aaa 49.50 


VENTILATORS.—tThere is usually 





: : stocks: 

some demand for window ventilators, Deacs Wire 

and the present is no exception. Job- |, (per 100 Ib.) 
bers quote: io. § to 9 gage 
Re Oe aawesoeeses 
Continental ventilators, wooden Se, WR ee ea 
type, No. 923, $3.65; No. 937, $4.00: es EE ee eee 
No. 949, $5.50; No. 959, $6.05; No. Wa 88 sakivciiess 


os quote from Pittsburgh jobbers’ 





Steel Fence Posts: 
Galvanized Painted 





Annealed Galvanied Tubular Formed 
. +. - $3.05 $3.50 omnes ba505 0s 0 ee SOG Sach © ....2%... 
ore * 3.55 6 ft. .............55¢. each 38c. each 
ceev Sie 3.60 ce 3a. 65c. each 40c. each 
cece ae 3.70 vs a ee ees 45c. each 
ovee SO 3.85 Bright nails, base, per keg, $2.85 


Good Things To Know 


(Juestion. How should profits be figured—on cost, on 
selling price, and why? 

Answer. Always figure profit on selling prices, be- 
cause from the selling prices you pay your bills and con- 
duct your business. A large percentage of business fail- 
ures are due to the figuring of profits on a cost basis. 

Q. If an article cost $1.00, and you sell it for $1.50, 
what is the percentage of your margin of profit ? 

A. On goods costing $1.00, and selling for $1.50, your 
margin of profit expressed in percentage is 33 1/3 per 
cent, and not 50 per cent as some merchants presume. 
Your margin is actually 50 cents, which is one-third of 
the selling price. 

©. If your overhead expense is 20 per cent, what 
will your profit be on an article which costs $1.00 and 
sells for $1.50? 

A. The 20 per cent overhead is figured on the selling 
price $1.50, making the cost $1.30, and not $1.20. The 
profit is therefore 20 cents. 

Q. If bills are discounted “2 per cent 10 days,” 
is the cash value of said iach’ per annum? 

A. It has been figured that the cash value of discount- 
ing a bill “2 per cent 10 days” is 36 per cent per annum. 

Q. If goods in transit are destroyed by fire, who 
suffers the loss—the shipper or the purchaser ? 

A. When goods in transit are destroyed by fire, the 
buyer must fight the claim with the insurance company 
or railroad because title passes from the seller to the 
buyer as soon as goods are delivered to the carrier. 

Q. To what do business experts attribute over 90 
per cent of business failures ? 

A. Ninety per cent of business failures are attributed 
to imperfect systems of computing (a) profit and percen- 


what 


tages; (b) true costs; (c) fixed expenses; (d) dis- 
counts; (e) mark-up; (f) turnover; (g) interest; (h) 
inventory. 


Q. What is the status of a check which a bank has 
refused to honor? 

A. A check upon which payment is refused by the 
bank becomes.a promissory note, payable on demand by 
the payee. 

Q. What are the meanings of the FIs shipping 
terms: F.O. B., F. A. S.C & F., L. C. Lo? 

A. F. O. B. signifies “Free on Board”; F. A. S. 


means “Free Along Side”; C. & F. means “Costs and 
Freight” ; C. I. F. means “Cost, Freight and Insurance” ; 
L. C. L. means “Less Carload Lots.” 

Q. What is meant b the structure of a sale? 

A. The structure of a sale is classified in divisions: 
(a) pre-approach; (b) attracting attention; (c) the 
explanation ; (d) demonstration ; (e) answering objec- 
tions ; (f) the close; (g) the “get-away”; (h) self check- 
ing of the salesmanship involved. 

©. Why are tall salesmen under a disadvantage when 
behind a counter ? 

A. The average counter is 31 in. high; a tall salesman 
towers above the counter and is apt to create a feeling 
of awe in the minds of women customers, thereby hinder- 
ing the sale. 

Q. If an article’ costing a dollar and marked to sell 
at $1.50 is marked to 90 cents, what is the gross loss? 

A. Once an article is marked to sell at $1.50, the 
identity of the cost is lost. Thus the gross loss is the 
difference between $1.50 and 90 cents, or 60 cents. 

Q. If your “overhead” is 20 per cent of your selling 
pride, what is your profit on goods marked 50 per cent 
above cost? 

A. Fifty per cent on the cost price equals 33 1/3 per 
cent of the selling price. Since the overhead is 20 per 
cent, the net profit is 13 1/3 per cent. 

Q. What is the difference in date of maturity of a 
note for three months and one for ninety days? 

A. A note for three months is due on the correspond- 
ing day of the third month. A ninety day note matures 
exactly 90 days after date. 

Q. What is a good method to use to keep show win- 
dows free from frost in winter? 

A. Bore a row of holes in top and bottom of window 
casement ; run an electric fan to keep moist air in circula- 
tion and to prevent it freezing on and glazing the glass. 


Q. What is the P. M. System of compensation to 
salespeople ? ; 

A. P. M. compensation means paying salesmen a 
premium on sales of damaged, shop worn goods, or 
those the merchant desires to close out. It is seldom given 
on new, clean, salable goods. 


Reading matter continued on page 80 
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ONE-GALLON, FIVE-GALLON AND ONE-QUART CANS 


Hercules Steam-distilled Wood Turpentine is sold in cans in 
each 6f above sizes. The one-gallon cans are packed ten in 
a ease; the five-gallon size two to a case or one to a special 
shipping and pouring crate; the one-quart can is packed 
twenty to a case. The three si-es are a great convenience. 
Each can bears a written guorantee of purity and quality 
which protects both dealer and consumer. 











QUICKER SALES 
AND NO WASTE 


ULK goods are disappearing 
from the modern store. 
Consumers are demanding 
products bearing the name 

of a responsible manufacturer, 

packed in a convenient form that 
prevents contamination or adultera- 
tion. 





That’s why painters and house- 
holders alike were quick to welcome 
Hercules Steam-distilled Wood 
Turpentine in handy cans. It is 
guaranteed pure spirits of turpen- 
tine and it is convenient to purchase. 

And dealers have welcomed it, too, because 
it saves time in serving customers, does away 
with the messy job of filling bottles and cans 


from a barrel, and eliminates the wastage 
through evaporation and spilling. 


Order Hercules Turpentine in quart, gal- 
lon and 5-gallon cans from your jobber. 


HERCULES 


STEAM DISTILLED 


WOOD 
TUBPENTINE 


HERCULES POWDER,COMPANY 


(INCORPORATED) 
956 Market St., Wilmington, Del. 


Gentlemen: Kindly send me one of the 5-panel window 
displays shown at left. 























| 
i 
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LADAPAK 


TRADE MARK 
The Stepladder that Comes in a Package 


A New Merchandising 
ah. Idea that 
saves 75% 
storage space— 
reduces hand- 
ling costs — 
and makes 


































LADAPAK stepladders come to you bright, 
clean and undamaged in easy-to-handle, 
dust-proof cartons. A new and modern 
idea in ladder merchandising, which saves 
storage space, reduces handling costs, and 
makes profit for you. 


LADAPAK incorporates new and im- 
proved features of construction, giving 
maximum rigidity and strength with min- 
imum weight. Stock used is of the finest 
quality, smoothly sanded. A better ladder 
at the same price as the ordinary stepladder. 


For complete information and prices mail 
the coupon below — or ask your jobber. 





Lumber & Coal Co. 
Gates Bldg’ Kansas City, Mo. 


Dierks Lumber & Coal Company 
704 Gates Bldg, Kansas City, Mo. 

Please send me full information and prices on LADAPAK. 
Name ae 
Address 
City State 














Window Valances—How to 
Construct Them 


(Continued from page 35) 


and is the exact size of the wallboard itself shall be. On 
our set, about one-half in. of the fringe width is used 
on the face of the valance for tacking on, balance of 
fringe extending below the wallboard. When patterns 
are ready, next is cutting out their exact duplicates from 
wallboard. Fasten pattern firmly with thumb tacks to 
a suitable sheet of wallboard and outline perfectly around 
edges of pattern. This may be done with a very sharp 
pencil—or cotton dipped in dry color and used as a 
pounce. In case any individual run is longer than the 
longest sheet of wallboard obtainable, one will have to 
splice. Make the splice at the center after cutting each 
half perfectly square and straight so that when abutted a 
perfect fit is made. Now cut a piece of wallboard about 
5 in. wide and as long as the center width of valance, 
beveling the edges neatly, then take Dupont cement or 
other moisture-free (prevents warping) waterproof 
product and cement this piece firmly on back of valance 
over the joint at center. All four of our Tong sections 
were spliced. We also put a similar reinforcement at 
ends of valance to guard against warp. Now take a 
narrow strip of manila wrapping paper and cement over 
joint on face of valance. When this is dry sand the 
edges of said strip and when painted the joint will not 
be seen. 
HOW TO CUT WALLBOARD 


We have cut almost miles of wallboard with a safety 
razor blade in a good holder that is easy to grasp firmly. 
The best procedure is to select a counter or bench and 
arrange so the lines to be cut may be shifted over the 
edge of counter. Now make a “first stroke” with light 
pressure on the blade over a given distance exactly on 
the guide line. This stroke will perhaps reach through 
one ply of the board and forms an easy line to follow. 
Now repeat with more pressure and at the same time 
applying a slight downward pressure on the overhanging 
portion of wallboard. This slightly opens the incision 
and makes neat cutting easy. These edges maybe cut 
straight through the material, or beveled, as desired. 
We sharply beveled the lower edges of our set to relieve 
an otherwise stubby appearance. See upper left section 
in photo. Our windows are not boxed up and said 
beveling blends nicely into the fringe, making a very 
nice appearance when viewed from the store interior. 
After sections are cut out take No. % sandpaper and 
carefully sand all edges smooth and slightly rounding. 
This prevents edge-turning and blemishes from handling. 
Now select straight, true, well seasoned 1 by 2 strips 
for stabilizers, to be fastened lengthwise to upper rear 
edge of valances.. See upper left in photo. Cut these 
strips one-half inch shorter than the section of valance 
it fits and bevel the end cuts to relieve stubbiness. Before 
nailing strips to valance thoroughly size the strips and 
valances. We used two coats of Johnson’s “Under-lac” 
—a form of penetrating shellac. One may use any good 
penetrating undercoating—but be thorough, as valances 
are subjected to extremes of heat, cold and moisture 
and must be properly protected against these. Next the. 
well sized “backing. strips” and “valances” 4 be’ 
nailed together, placing the strips at the proper point on 
valance in relation to the method of fastening finished 
valances to window casing. As stated, this should be 
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all figured out beforehand, as altering a finished valance 
is bad business. For nailing the strip on we used an 
occasional cement-coated egg case nail for rigidity as well 
as two rows of 5/8 x 20 wire nails, so placed as to make 
a good solid contact. Drive the nails only deep enough 
to draw the heads down flush and smooth with surface 
of wallboard—then heads will be hidden by finishing 


coats. 
FINISHING 


Now give two coats of flat finish wall paint of desired 
shade—ours are finished in buff—both sides. The next 
step is to “fabricate” or make the valance appear like 
woven fabric. This is effected with the “imprinter,” 
No. 6 in the photo. This device is made of wallboard 
also and is exactly 8 in. square. Its surface is marked 
off checkerboard fashion in squares exactly one-half in. 
square. Next, take the razor blade and cut through one 
ply or two plies of material all the way across at every 
mark. Now take the point of a pocketknife blade and 
lift out every square space corresponding to the “live” 
spaces on a checkerboard. This leaves the other squares 
on the plane of the original surface of the board and 
makes an imprinter with which one stencils the “fabric 
effect” on the surface of the valance. Now a handle on 
the back similar to a plasterer’s hawk, and the tool is 
complete. Next take a piece of plate glass or other true 
surface and brush on a good liberal coating of the same 
flat finish a few shades darker than that on the valance. 
Press face of imprinter down firmly upon this freshly 
painted glass, repeating and trying out on a piece of 
paper to insure the surface of imprinter being all loaded. 
Repaint the glass surface, apply imprinter to same and 
now make the first imprint by firmly pressing “loaded” 
imprinter upon the surface of valance. Commence at 
either end in upper carner, reload and imprint again, 
registering true and exact in relation to the last print. 
Continue till entire surface is covered front and back. 
The result is very pleasing and really makes a very good 
imitation of fabric. When dry stencil the desired initials 
or monogram on. One doesn’t need be a sign man to 
make or use a stencil. This is made of heavy wrapping 
paper and shellacked before or after cutting out the let- 
ters. Our gold beading at top, and the border at bottom 
and ends of valance were also painted on with the aid of 
wrapping paper stencils to speed up the work. The gold 
outline of the initials was the only free hand work on the 
whole job—and any handy person could do that. When 
this work is dry give two coats of flat finish varnish, 
and, in turn, when this is dry, put on the fringe with one 
ounce tacks, which have been dipped in a color to match 
the fringe. Put fringe on very carefully, following 
design evenly. Simply turn under or over “mitre-like” 
at corners and continue. Do not cut the fringe till the 
end of valance is reached. Valances are now ready to 
hang, and if proper forethought has been given this is 
little trouble. Ours are held in place by screen hangers 
—No. 2 on photo—screw hook inserted in the window 
casing. No. 3 is a wood button which turns down over 
the backing strip to hold valance rigid and vertical. 
Nos. 4 and 5 in photo are short and long sections, re- 
spectively, of our set. No. 1 in photo is a bar sash lift 
used in handling the valance as in removing for window 
washing, etc. We assure that while quite a bit of work 
is involved in such a set, any dealer will be well repaid 
for the effort and proud of their appearance. It’s simply 
another link in the chain toward modernizing the hard- 
ware store. 








Sells on Sight — 


Get Your Share 
of this 


Business 





$34.50 


There are so many quick-sale features to the 


Electric Sprayit that it sells on sight. Any 
one can use it. It is portable, operates from 
an electric light socket, and sprays any kind 
of liquid economically and thoroughly. 
Useful for spray painting woodwork, radia- 
tors, automobiles, walls, fences, etc., and for 
spraying disinfectants, insecticides or any 
other liquid. This tool of all work will sell 
to every householder and worker who is 
interested in e¢onomical application of any 
liquid in about one-quarter the time ex- 
pended by other methods. Get your share 
of this business. 


Return the coupon today. 


The ELECTRIC SPRAYIT CO., INC. 
223 Iron St., Detroit, Mich. 


SPRAY IT 


Peuaseeeseeneseeeaesessseoeseseesrssesosesy 








! THE ELECTRIC SPRAYIT CO., INC., a 
: 228 Iron St., Detroit. . 
‘ : - 4 
1 Gentlemen : 5 
: (1 Send me one Electric Sprayit at your regular dealer discount. a 
r (J Send me list and dealer proposition. H 
; (Erte te eRe PE ee eee TA ERECT C TREC TORE CCR ee . 
: PN FE OORT CS POT EOIECCCE CETTE LOPE ETUC UE Ce rr ; 
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T of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ 











Pat and Mike went motorcycle riding 
one evening. All of a sudden they had 
a collision. Two hours later Pat recovered 
consciousness in a hospital and learned that 
Mike had been badly hurt. 

“He should have been killed,” remarked 
Pat. “He saw two lights ahead of him 
and the fool said to me, “Watch me sneak 
through there.’ ” 





Wouldn't it be terrible to get rid of all 
“comedones” (blackheads), dandruff, hali- 
tosis, and then, after completing a course 
on the saxophone, find that you were no 
more popular with the ladies than before? 





It’s a strange fact, but history shows 
that Diogenes didn’t even attempt to look 
for an honest woman. 


An Irishman was telling his friend of 
a narrow escape in the war. 

“The bullet went in me chist and came 
out me back,” said Pat. 

“But,” answered his friend, “it would go 
through your heart and kill you.” 

“Me heart was in me mouth at the time,” 
came the quick reply. 


First Air Pilot—‘“I hate to see women 
breaking into this business—but, then, 
they’re getting into everything.” 

“Oh, yes—Aviatrix in all trades.” 





An American visiting in London boasted 
about America’s superiority until his 
friends tired of it. Loading him to the 
sleeping point with whiskey, they carried 
him to a cemetery and let him down into 
a newly dug grave, where he slept through 
the night. Awakening next morning, he 
climbed out and looked around. All was 
still. 

“It’s resurrection morn and I’m the first 
man up. America is still ahead.” 





Mother (to Bobby)—‘“Surely you did 
something else but eat at the school treat?” 

Bobbie—“Yes, mummie. After tea we 
sang a hymn called ‘We can sing, full 
though we be.’” 

Mother learned later that the hymn se- 
lected had been, “Weak and sinful though 
we be.” 





“Who was that peach I saw you with?” 

“She wasn’t a peach; she was a grape- 
fruit.” 

“Why grapefruit?” 

“I squeezed her and she hit me in the 
eye!” 


The head of the firm caught the office 
boy telling falsehoods. 

“I’m surprised at you,” he said. “Don’t 
you know what they do with boys who 
tell lies?” 

“Surely do, boss,” replied the youngster 
promptly. “When they get old enough 
the firm makes them purchasing agents.” 


In Japan you can tell if a girl is single 


|} or married by looking at her hair. In 
| America you can’t even tell if it’s a girl! 


Lady (to tramp)—‘“Why is it that you 
are always begging?” 

Tramp—“Well, mum, ’twas this way. 
I was given a bum start. When I was 
a baby a hired girl shoved me around in 
a carriage for a dollar a day—and I’ve 
been pushed for money ever since.” 


Observing a young lady standing alone, | 


the young man stepped up to her and said, 
“Pardon me. You look like Helen Black.” 

“Yes,” she replied, “I know I do, but 
I'd look far worse in white.” 


“Hello! Is this the East Side Lumber 
Company ?” 

“Yes, sir; and what would you be hav- 
ing?” 

“Take an order, will you?” 

“Sure; that’s what I am here for.” 

“Please send me up a thousand knot- 
holes.” 

“What's that?” 

“One thousand knot-holes.” 

“Well now, an’ ain't that a blooming 
shame? I’m sorry, but we are just out of 
them.” 

“How’s that?” 

“Just sold them to a brewery.” 

“To the brewery? What do they want 
with them?” 

“Sure, they use them for bung holes in 
barrels.” 





Auto Salesman—“‘And what kind of a 
horn would you like, sir? Do you care 
for a good loud blast?” 

Haughty Customer—“No, I want some- 
thing that just sneers.” 





Son—“Daddy, who was Hamlet?” 

Daddy—“Aren’t you ashamed of your 
ignorance? Bring me the Bible and I'l 
show you.” 


A very loquacious woman talked a man 
pretty nearly to death at a dinner party, 
and then, as she got up with the other 
women to go into the drawing room, she 
tapped him on the arm with her fan and 
said: 

“I talk a lot, don’t I? But if you men 
told the truth I believe you'd all admit 
that you like talkative women better than 
others.” 

“The others?” said the man. “What 
others?” 


A butcher in a certain town had read 
a good deal about “Milk from Contented 





Cows,” and, wanting to keep up with the 
| times, he placed this sign in his window: 
| “Sausages from pigs that died happy.” 

| “It beats hell,” said grandma. “Soon as 
| I catch up on my installments to that face- 
| lifting surgeon, I find myself three pay- 


| ments behind on the roadster.” 





He—“Does the moon affect the tide?” 
She—“No, only the untied.” 





“Hey, you!” yelled the traffic officer at 
the amorous driver, “why don’t you use 
both hands?” 

“I’m afraid to let go the steering wheel,” 
grinned the irrepressible youth at the 
wheel. 


She—“Do you like meat balls?” 
He—“I don’t know. I’ve never attended 


” 
any. 





“Did you hear about the Scotchman who 
went to have a profile picture taken?” 

“No.” 

“He only had one side of his suit 
pressed.” 
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Spray Gun to Shoot Up Paint Volume 


(Continued from page 48) 


it. One man with the spray gun completed the 
work in two days, thus doing as much work in one day 
as eighteen men did with the brush in one day. How- 
ever, the reason for the fine showing there was due to 
the large unobstructed wall and ceiling areas.” 


South Dakota School Board contributes the following : 

es Total surface painted one coat, which was 
enough—1634 square yards—even with the surface 
being discolored. 

“We used flat wall paint, cream and ivory tints— 
ee ee $223.25 

Labor charge was 





1 man 71% days at $4.17 per day............. 32.00 
2 men 7'%4 days at $3.33 per day.............. 50,00 
By Pe ee ea eee ee $82.00 
gt en 
Average cost per sq. yd. for materials........... 14 
Average cost per sq. yd. for labor.............. 05 


“We could doubtless have done better than this with 
more experience. Also with the high ceilings, more time 
was required for shifting scaffolds than ordinarily.” 

As to the quality of the work, that seems to have 
been pretty well covered from the point of durability and 
a well covered plain surface. Mr. Heckel in his 
phamplet, after bringing out that the recent impetus 
toward more and better painted walls and ceilings in 
offices and factories is due largely to the influence of the 
spray machine, makes this point: 

“As to decorative finishes, the spray machine has added 





a whole catagory of interesting and beautiful styles and 
technique, and has greatly facilitated and _ incidentally 
reduced the cost of many of the older ones. 

“Tiffany blending, mottling, glazing and a great 
variety of spatter finishes in one or several colors can 
be produced with the spray gun far more rapidly, more 
effectively and more economically than by any other 
means. 

“A great variety of textures is also producible, from 
ordinary formal stippling to the coarse and rugged tex- 
tures suitable for large halls or chambers. 

“Many of the new and delightful color decorative 
treatments produced by the spatter process, when done 
by the spray machine, are practicable and inexpensive 
for large wall surfaces, whereas when attempted by other 
methods the work proceeds so slowly and tediously that 
the cost in time is prohibitive. Using the hand method, 
therefore the attractive finishes are confined to limited 
areas, but with the spray machines are economically 
available for large wall surfaces, ceilings, ete. 

“A recent adaptation of the machine is in the applica- 
tion of color and antique glaze coats on rough-texture 
wall finishes done in plastic paint. The glaze color is 
sprayed on rapidly, and, while still wet, the high tips of 
the rough texture are lightly brushed with a calcimine 
brush or wall stipple brush, removing the glaze color 
from the high points and allowing the ground color to 
show through as highlights.” ; 

One of the spray machine manufacturers makes a 
strong point that should appeal to school boards and 
similar organizations that the spray machine can be taken 
into an office building and be used to paint the walls, 








hot-cakes. 





INTRODUCTORY OFFER 


Lower than wholesale prices 


_ 


No. 95 Colonial Magazine Rack } 
No. 40 Conventional Magazine | 
2. ALL 


~ 


— 


No. 44 Lotus Pattern Magazine 

Rack | 
No. 70 Hanging Book Shelves | 
No. 10 3-Shelve What-not 
No. 9 2-Shelve What-not 


— ee eee 


—_— 


No. 60 Tabourette 
No. 30 Telephone Stand |F. 0, B. 
No. 50 Sewing Basket and Book | 

= ‘GENEVA 
No. 22 Sewing Stand 
No. 63 End Table 

Shipping weight 56 lbs. Shipped knock-down, 

individually wrapped, complete with nails or 

Based on others’ experience, this assortment will 

move $35.40 worth of paint, lacquers, brushes, 


$71.00 
ba 
No. 84 Smoker 
No. 20 Waste Basket 
No. 85 Smoker ) 
screws. Easily assembled. Retail Value $20.65. 
etc., for you. 











LATEST CRAZE 


The millions spent by paint and lacquer manufacturers have created a 
demand for undecorated woodcraft products in excess of distribution. 


Tie up with this demand. GENEVA UNPAINTED PIECES sell like 


Big Profits For You 


—Increase sales of paint and lacquer 


—Increase sales of brushes and all 
decorative materials 

—Your average sale based on other 
merchants’ 
$4.00 with the Colonial Magazine 
Rack illustrated—sold at $1.40. 


Geneva Pieces Sell Themselves 


The pieces included in this special Get-Acquainted Offer make 
an excellent display on your floor or better still in your 
window—a variety of pleasing designs, sanded ready for the 
lacquer brush. 


Send today. Why postpone these quick pofits? 
GENEVA MFG. CO., 503 Stevens St., Geneva, IIl. 


experience will be 





Rack 


No. 95 Colonial Magazine 
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DIAMOND “E” 


All-Metal Fly Screens 


People now put their screens in earlier and leave them 
in later than used to be the case. Be ready to meet the 
earliest demand with a zood stock of all-metal Diamond 


“E” Fly Screens. 

All sizes. RETAIL AT: Galv. 

Wire, $1.00 to $2.00; Bronze 

Wire, $1.50 to 
50. 











BUY FROM 
YOUR JOBBER 








Goodrich 
Garden Hose 


| Nation-wide consumer accep- 
| tance; a variety of brands to 


meet the 


THE B. F. GOODRICH RUBBER CO. 
Established 1870 Akron, Ohio 


needs of every purse. 











“Is This 
Working for 


Get one from your Jobber. 
Station it in the fore- 
part of your store. Keep 


i ers stop—look and buy 
Domes of Silence. It’s 
a handsome STEEL cab- 
inet that does full jus- 
: tice to a standard prod- 
] uct that sells on sheer 
: merit and repeats 80 
frequently that a small 
item becomes a source 
of steady profit. 


21 Pearl Street, 


it there. Watch custom- § 


We also make al! grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 


FREE Display Cabinet 


You?”’ 








DOMES Y SILENCE 





New York City 











The Witt Line in- 
cludes Ash, Holst- 
ing, Roller and Oily 
Waste Cans and 
Garbage Pails in a 
wide range of sizes 
to mect every re- 
quirement, 





Assure satisfied customers, repeat 
sales, bigger profits. Guaranteed 
to outlast from 3 to 5 ordinary 
cans. Catalog and full information 
mailed on request. Write 


The Witt Cornice Co. 


Can Specialists Since 1899 
2114 Winchell Ave., Cincinnati, O. 











| 











ceilings, partitions, floors and furniture. The machine 
handles the different materials with only slight adjust- 
ments. 

Another manufacturer writes; “Our experience has 
been that when customers hear of spray painting and 
become interested, they seek to find an equipment as a 
small price and as they can find a number of such equip- 
ments, they are often disappointed in finding they are 
inadequate for the work they have to do. We believe 
that they should not purchase an equipment that includes 
a smaller gun than the standard ones put out by the 
companies that have had long experience in making such 
equipment. 

“This means that they should have a compressor unit 
that will supply 6 or 7 cu. ft. of air a minute at a pres- 
sure of from 45 to 80 lb. Our gun requires about 6 
cu. ft. at a pressure of from 45 to 60 lb. A compressor 
of this size costs in the neighborhood of $200 to $250. 
The spraying equipment for such a gun should have at 
least a 3-gallon container and the price of such an outfit 
is around $100 to $125. In our own case we have found 
this sort of an outfit suitable in many cases; 





EN Ee AP Ae aa HN, Ar gS $112.20 
1-50-ft. length 14 in. air hose ................ 9.35 
1-Gasoline engine driven compressor.......... 248.00 

$369.55 


These facts about the spray-gun are presented with a 
view of increasing the sale of paint. We believe that it 
will be only a short time until in every large city there 
will be contractors regularly doing spray painting at 
suitable prices. More and more the large industrial 
plants and building owners are buying equipment and 
doing their own work. 

In the smaller communities the spray gun will come 
more slowly, naturally. But if the hardware merchant 
wishes to sell more paint, earn money on his investment 
and at the same time do a distinct service to his com- 
munity, we believe he can do all of these things by 
providing a spray gun equipment. 

It must not be construed that this spray-gun is going 
to put the brush manufacturers and other paint accessory 
makers out of business. The spray-gun will not take 
the place entirely of brushes, nor does it take the place 
of cleaners, paint removers in certain circumstances and 
other well known accessories. As is stated elsewhere in 
this article, in the average residence painting job, from 
20 to 40 per cent remains to be done by hand. We also 
believe that if the cost of outside painting is reduced as 
indicated by the figures cited here, that there will be 
much more inside painting done. 

The paint spray-gun is here suggested as a solution 
of some of the paint merchant’s problems, but not all 
of them. 


Scottish “Mooers” 


The Prince of Wales tells a story of some Scotch 
farmers who were entertaining their new minister and 
did not know what to give him to drink as a nightcap. 
So they gave him a glass of milk and they put in some 
of their best whisky. The next morning they could not 
locate the minister but found that he had been out early 
to the cow barn of the home where he was staying. 

The herdsman was asked whether he had seen the 
minister and what the minister had said to him, to which 
he replied, “He said ‘I want the first calf from the cow 
from which I had that milk last night.” 
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Warne JRONAL 


The Honest Product of 
Our Mountain Blacksmiths 


ay if Ld 


" 


RUE replicas of Old Colonial days. 

Genuine HAND-FORGED Wrought 
Iron pieces that bespeak the patience and 
skill of our mountaineer blacksmiths. 
Simple but distinctive designs with an ap- 
peal to home makers who love romance 
and who want quality! 





No, 550 Quaint, 
old-fashioned 











Fireset. Stand, 
po ; er, shovel « 
anc to 8. * Ree oy ., 
” No. 567 Valley Forge 
ay ss ht 34 Andirons. A true Colonial 
2 > replica. Made from old 
coach and buggy axles. 
Height 12”. Pair 
No. 527 Sturdy, 
» hand - forged 
~ Wrought Iron 
Wood _ Basket. 
- 3ize 20” tones, 
16” high; 
wide. Priced $10. 





Write for Complete 1928 Catalog 


The TREASURE CHEST, Asheville, N. C. 

















POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? LY 
.o IY \f Ty " 


(an — ae %: 
acencse. 


(A 


ome ms. Sarasin CLoTH . 
nm cA 


€Look for the tag, carrying our name, at the end of every roll! 


fi 
= The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Olden Woven Wire Factory 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Soches and Ganges 


New York City Georgetown, Conn. Kances City‘) 












cn 


Big Seller 


Big in the sales total of every retail 
dealer where they have been dis- 
played— 

Big in profit percentage—and 


Big in possibilities to the retailer 
who has yet to discover the enor- 
mous demand for a better quality, 
dependable bottle cap. 


In thousands and hundreds of thou- 
sands of homes, caps are in demand 
for use in sealing home beverages. 


C. C. S. Bottle Caps are made by 
the company that originatéd them. 


Every cap unjform and perfect— 
means repeat business. 


Every cap clean and sanitary— 
means perfect satisfaction to your 
customers. 


Packaged in attractive cartons for 
convenient retailing, they are also 
available in bulk packages contain- 
ing 50—100—200 gross each. The 
small package for the trial buyer. 
The one gross carton for the large 
user. 

Add C. C. S. and Home Use Bottle 

Caps to your stock of fast moving 


staples. They sell and return you 
an unusually attractive profit. 


Crown Cork & Seal Co. 


Original Manufacturers 


Baltimore, Maryland 
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MYERS 
Self-Oiling Deep Well 
WATER SYSTEMS 


Quite frequently you are confronted with 


the problem of selecting a water system 
for one of your customers. Involved in a choice 
of this kind are the following factors all of which 
are vitally important to the installation and oper- 
ation of the outfit. 


Location and depth of well! ! method of operation! ! 
gallons of water required daily!! cost of operation and main- 
tenance!! safety, uniformity and dependability of service. Side- 
step a single issue and you are treading in deep water. 


Successful water system dealers select Myers Water 
Systems for entire customer satisfaction. They do this knowing 
that Myers Water Systems surpass in range of styles and sizes, 
in service and durability. For example—Here is one of the Myers 
Self-Oiling Deep Well Systems—a splendid unit of efficiency and 
typical of the complete Myers Line with its shallow and deep well 
outfits for service up to ten thousand gallons per hour. 


Your customer gets what he demands—you reap the 
profits—when you sell Myers Water Systems. Give us an oppor- 
tunity to quote. We are ready for action. Write or wire. 


The F. E. Myers & Bro. Co. 
Ashland, Ohio 


PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 































Do you know why 
“Buffalo” Standard Galvanized 
Hardware Grade Sells So Well? 


It's easy to explain. 


For fifty-nine years the quality, durability and adaptability of this superior 
wire cloth have been “‘buy’’ words among wire cloth users. 


Throughout the various stages of production—from weaving to gal- 
vanizing—the standards, set by experience, are maintained. 


You take no chances in stocking “Buffalo” Wire Cloth. You do 
take profits, however, by selling it. 


Write for folder No. 83-B. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869. 
518 Terrace Buffalo, N. Y. 


Bete"o/ [hE 


“MADE UP TO A STANDARD—NOT DOWN TO A PRICE” 
















112 



































made by W.W. BABCOCK CO., Bath, N.Y. 


Extension Ladders, Straight Ladders, Step Ladders, Painters’ Tres- 
tles, Extension Trestles and Staging. Everything in the Ladder Line. 
Send for l/atest list. We pay freight. 







































































Unlike some merchandise sold in a hardware store 
the quality of bath room fixtures cannot be deter- 
mined in a day, or a week, or a month, or a year. 


Judged by the permanently satisfactory service they 
give "WS Bath Room Fixtures measure up to the 
highest expectations of every customer, because 


RINGCO Bath Room Fixtures 


are made of the most durable and service- 
able material known—SOLID BRASS, 
heavily and beautifully nickel plated. 







A display of these modern fixtures never 
fails to attract the attention of home owners 
who take pride in the equipment of their 


AMERICAN RING COMPANY bath rooms and know that whatever is new- 


est and best is obtainable in the RINS line 


Waterbu: Connecticut ; 
* tianchs “Biiceds of over 300 designs. 
Boston—170 Summer St. PA York—2 + St. 
San Franci 116 tgo t. : 
on "Chicago—29 E. Madison St. Send for Catalog and Trade-prices. 











- te NT CTT AT 
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Portable Swivel Base 
Vises 





IT’S DIFFERENT 


This Vise has all the features of the regular light 


Shop or Garage Vises. In addition it has the clamp- 
ing feature which makes it PORTABLE. 


It can be clamped to a projecting surface anywhere. 
This Vise can be taken to the Job. 
sary to take the Job to a Vise which is permanently 
_boited down in the basement, workshop or out in 
the garage. 


This Vise is a household item as well as a light 
handy Shop or Garage Vise. 


It’s made mechanically Right. 


Attractively finished in red baked enamel. 


No. Size of Jaw Spread Weight 
M 756 3-in. 3-in. 121% lbs 
M 756P (Pipe Jaws) 3-in. 3-in. 13 Ibs. | 


Ask Your Jobber or Write Us 


MODERN GRINDER MFG. CO. 


Milwaukee, Wisconsin 


74-76 Murray St. 34 No. Clinton St. 
New York City Chicago, Ill. 


Vee 





(Above) 


| Connects 


It is not neces- | 


| 
| 





DON’T MISS 


THE POULTRYMAN’S BUSINESS 
| It’s here NOW. 











Three months of quick profits ahead— 


| Get the OAKES LINE on display—let the poultrymen 
| see it—AND WATCH IT SELL. 


| Here Are 3 Leaders You Should 
Be Showing Now 





Never-Dry Waterer 


with hose or storage 
tank—float valve keeps water al- 
ways at proper level; twenty-five 
| drinking holes. 


66 o, 99 
Oakes “Capacity 
Chick Feeder 
(At right) 
Marvelous time and labor saver 
for large flocks of chicks; two 
sizes—hold 58 and 87 Ibs. dry 
mash. 












LARGE COAL CAPACITY 


MEAVY STEEL 
TELESCOPING CANOPY 


AUTOMATIC 
ORAFT CONTROL 


WAFER 
THERMOSTAT 





Oakes Furnace Brooder 


The largest and most dependable brooder on the market. 


Burns 
soft or hard coal; 1500 chick capacity. Revolving canopy and 
many other exclusive advantages make this brooder stove easy 


to sell. 


Send for complete catalog and 
“special new dealer’s offer” 


Write for it today. Let’s get this poultryman’s 
business while the time is ripe. 


Oakes Manufacturing Co. 


347 Dearborn St. 
INDIANA 
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ie | 
Easy to Start / 


The sharp points of AMERICAN 
SCREWS make them easy to 
start; their slots do not buckle 
under the pressure you exert; 
their true running threads make 
them hold on when inserted. 








Experienced workmen appreci- 
ate AMERICAN SCREWS. 
We can fill orders immediately 
from the large stocks we main- 
tain in Providence and Chicago. 














WwoOoD MACHINE 
SCREWS SCREWS 
STOVE 
BOLTS 
TIRE 
BOLTS 


AMERICAN SCREW CO, 


PROVIDENCE, R.I.U.S.A. 


Western Depot: 225 West Randolph &t., Chicago, Ill. 


“Put It Together With Screws ” 
aes Oe 











WH Though light in 
‘weight the LAWN- 


~ Xawncomt- 


the new lawn accessory 
with every prospect of 


establishing a sales record! 











HE TRADE, 
shrewd judge of 
quality, value and 
'saleability, has in- 
\dicated by its ad- 
/vance orders a great 
demand for the, 
LAWNCOMB by 
| home owners. 





COMB has the 
strength that comes 
\from fine materials 
and sturdy construc- 
|tion. The teeth are 
guaranteed flexible " 
| Spring steel. It moves over the lawn without pres- 
‘sure and will not injure the tenderest shoots. 


“National advertising is preparing a wonderful mar- 
ket for jobbers. Order now! You'll soon be selling 
| thousands of them. 


The LAW NCOMB retails at $1.25, allowing 
generous margin to dealer and jobber. All 
express or freight charges prepaid on one 
gross or more. 


EASTERN TOOL & MFG. CO. 
BLOOMFIELD, N. J. 














HARDWARE AGE for FEBRUARY 23, 1928 








-Protection From Rus 








Se L 














=] HEN you sell your customers The Green 

YY Line Armored Tool Cases, you sell pro- 
tection from rust. Changes in atmospheric 
conditions cause so called sweating and rusty 
tools. Green Cases are woodlined, wood can- 
not sweat. Carpenters and machinists all 
appreciate the value of this protection. Cash 
in on this advantage by pushing The Green 
Line—Catalog and sales literature on request. 


GREEN-CASE, Inc. 


Racine, Wisconsin 
Eastern Office 
89-91 Warren Stree 
New York, N. Y . 








Chicago Office 
Surpless Dunn & Co. 
34 No. Clinton St. 





ar ern 


No. 85-32— A Carpenter Shoulder 
Case. Brackets for three saws. 


Practically designed and well con- 


structed. Size 8” x 814” x 32”. 


No. 80-32—Same as 85-32 but with | 


trunk lock and draw bolts. 




















McKnight Hardware Co. of Pittsburgh shows good display on Lupton Steel Display Tables. 


- Sell your stock this modern way 


dpe ;RESSIVE hardware mer- 
chants are proving that 
they can meet the most inten- 
sive competition by bringing 
their display and storage 
equipment up-to-date. 

The up-to-date equipment 
for hardware stores is Lupton 
Steel equipment—Steel Dis- 
play Tables, Steel Shelving 
0 | Display Door Cabinets 
which show more stock to 


Lupton. 


best advantage and keep every 
item systematically in place 
for quick selling. 

Now is a good time to in- 
stall Lupton Steel Equipment. 
Its cost is low and we'll help 
plan the layout. Complete 
catalogue free on request. 
Write for it. 

Davip Lupton’s Sons Co. 
2211-j E. Allegheny Ave., Phila. 


direction. 
profit-maker. 
sample, catalog and full particulars. 
From Your Jobber— 


The Schatz- Manufacturing Co. 


The old-fashioned caster is out 
of date. 
are now selling— 


Dealers everywhere 


BALL BEARING CASTERS 


Roll easily and smoothly in any 


Quick seller and good 
Write today for 


Poughkeepsie, N. Y. 


Hardware Store 
EQUIPMENT 


Agents: 3. C. MeCarty & Co., 253 Broadway, N. Y. City 











of 


su 
at 












Your women customers will buy 
these Freezers in preference to 
any others. Just tell them how 
easily and quickly they can make 
the many delightful ice cream and 
frozen dainties most any time and 
most anywhere at a very small 
cost. 

They take very little ice and salt 
and freeze so quickly, it’s really 
no trouble at all. 


They sell on a reputation established by more than thirty-five years 
This means sure profits. 

The Blizzard is simpler in construction and a trifle cheaper, but 
sells as well as either the Lightning or Gem, and should be carried 
with either style to satisfy the demand. 
We suggest that you place your order at once, for shipment at 
This will assure prompt shipment 


high class service and they stay sold. 


ch time as you may designate. 
the proper time. Your jobber can supply. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia, Pa. 
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Like a Good Soldier 














A good nail keeps its head erect, stands 
straight and drives straight. It knows its 
duty and does it. The difference between 
an American Steel & Wire Company's 
nail and an ordinary nail is comparable 
to that between a West Point Cadet and 
an ordinary recruit. 


The primary value of a nailis in the quality 
of thesteelandin the perfectdrawing ofthe 
wire,thenin theshaping of the head andthe 
cutting of the point. Note the clean, sharp 
point, the firm set head showing ample 
metal, the well-punched barbing and the ac- 
curate gauge on American super-quality nails. 
Test their superior strength under actual usage, 





[NAIL NAIL i 


Itis real economy for your customersto buy super- 
quality nails as an insurance against ruining 
-_ material. Every keg is packed full weight 

. One Hundred Pounds, net, in each keg. 


SALES OFFICES 











A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 
precision in every 


manufacturing detail. 





saoncmsrete wise ( SRIFFIN 


CHICAGO - 208 So. La Salle Street SALT LAKE cITY Walker Bank Bldg. 
CLEVELAND - Rockefeller Building NEW YORK 30 Church Street 
DETROIT - - Foot of First Street BOSTON - - Statler Bldg. 
CINCINNATI - Union Trust Building PITTSBURGH | 8 ae Frick Bldg. 
MINNEAPOLIS—ST. PAUL - - + PHILADELPHIA - Widener Building 
Merchants Nat'l _ i St. Paul ATLANTA - - 101 Martetta 
ST. LOUIS 6 Olive Street WORCESTER - - 94 Grove Street 
KANSAS CITY - ait’ Grand Avenue BALTIMORE - 32 So. Charles 8t. 
OKLAHOMA CITY - BUFFALO - - 670 Ellicott 
- First Natl. “Bank ‘Bldg. cua ate - Miners Bank Bldg. 
BIRMINGHAM - Brown-Marx Bldg. *SAN ‘ Russ Bldg. 
MEMPHIS *LOS ANGELES 2087 E. Slauson Ave. 
Union and Planters Bank Bidg. *PORTTAND - - 6th & ane Sts. 
DALTAS - - Praetorian Suilding *SEATTLE 4th Ave. So., & Conn. — 


DENV 


ER - First. National Bank Bide. *United States Steel Products 


—Manufacturnng Co 


ERIE PENNSYLVANIA 
; “ Branch Offices__. a 


Boston, 76 Batterymarch. 
San Francisco, 703 Market St. 
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A real _ subtantial 
Brass nozzle that 
sells quickly — ten 
in a handsome 3 
color display box. 


Mueller 


Red Band 
Hose Nozzles 


Four exclusive features: 

1—Made of Forged Brass 

2—Equipped with Mueller 
threaded Neverlose Hose 
Washer 

3—Nickel finish 


4—Trademarked with a red 
band of “Duco” 






If your jobber can’t 
supply you, order 
direct from us. 





Mueller 
threaded 
Neverlose Hose 


Port Huron, Mich. 


Washers are 

i ke 
per pi Three Generations of 
retail trade. Brass Making 





“Give Me 
Another 


Coes Wrench” 


They’re sure SOME 


“VYeah—15”. 


TOOL.” 


Repeat orders—that’s what counts. 
Customers know COES Wrenches 
for good tools—and remember your 
store for good merchandise. 


Be careful to keep your stock up— 
all seven sizes from 6” to 21”— 
and in both wood and steel handles 
too. They sell fast and stocks are 
apt to get down. WATCH YOUR 
STOCK. 


All leading jobbers can supply you 
with COES. 








COES WRENCH CO. 


“In Business Since 1841” 
Worcester Mass. 


SELLING AGENTS 
J. C. McCARTY & CO 253 Broadway, New York 


JOHN H. GRAHAM & CO...113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 


FENWICK FRERES 8 Rue de Rocroy, Paris, France 








The New 
Boston Rubber Chair Tip 


The Tip and Its Parts 
Brass Nail 


SprinGriP Trade Mark 


Brass Washer 


oS 





The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 





Spring 
Socket 


! 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 
370 Atlantic Avenue, Boston, Mass. 





Patented 
Send for Catalogue 











Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 
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T Just Tacks and Small Nails ] 


After purchasing small items such T 















as tacks and small nails, folks are 
— to forget where they got 
them. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 


And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 





Double Acting Pantry Floor Check 
No. 10 and No. 15 


we print this reminder on every 
package—“When you get a good 


thing, remember where you got it.” i 





This check was especially designed for Pantry Doors, Gates 
It helps, at least customers always in Office Railings, etc.; it brings the doors quietly to rest 
remember the quality of Atlas at center without any of that nerve racking ‘‘Flip-Flap.” 
tacks, as well as the store where Can be furnished either with or without AUTOMATIC 
h b DOOR HOLDER. When opened to 90 degrees it auto 
they bought them. . D. 

matically holds the door in that position so that no extra 


holder is needed. 
Circular upon request. 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE.,N. Y. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


4 4 FF FS Sj Sj 












[|e eee 














cy 
KEYSTONE 











Tuis Company is the largest ‘ : 
and oldest manufacturer of OPpen ste’ | ‘cae ep 
a complete line of high grade For Rust-resistance! x , : ? 
a : = g ’ +3 - ; 
g . No. 17 
1 No. 16 On Sides 
| on Front and Rear 
BLACK AND GALVANIZED SHEETS. Something NEW ” Disp lay 
Corrugated Sheets, Formed Products, Full Finished S ALES 4 ABLES 
and Auto Sheets, Special Sheets, Tin and Terne Plates, 
. d 1 d the Displ Wall Cabinet to 
Seay athena. Sie ateinghecklee. Just at Sugtee, ‘thes now offer the ultimate tn’ sales tables. "One 


wtb moet cneschnats. Sead tor seteornting beokiew. glance at the illustration is all the keen hardware man needs to 
see how he can use them in his own store—a battery of tables 


ideal for use along main line of traffic, taking full advantage of 

3 valuable space too often wasted. There is over 108 sq. ft. display 
space on this group of 4 tables besides plenty of storage space. 
See them at the Hardware Conventions in Indianapolis, Detroit, 
Philadelphia and Toledo. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. Business Building Store Fixtures 
Check the items you are interested W. e HELLER & Co. 


in, tear out this ad and mail it 
ar Display (© Pennsylvania 700 Bryant St., Montpelier, Obio 





DISTRICT SALES OFFICES: Chicago, Cincinnati 
Denver, Detroit, New Orleans, New York 
Philadelphia, Pittsburgh, St. Louis 

Pacific Coast Representatives : United States 











ap tem og wg a Tables Metal Saw Rack 20 Vesey St., Suite 500, 
Tagestthagrenmantives: 0 Nail Counters 0 eter oe New York City 
United States Steel Products 2-23-28 55-A 
Company, Write name and address in margin below. 


New York City 








‘ae seme 





SRR Sh” 
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FOSTER @)eiscxt 


Personal Service “= in Big Business 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and E. 72nd St. On to C6 Wot 0 Ot 
Telephone Breadway 640 Telephone Hom 











Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving — 


A varied and attractive line for the Hardware Trade. 
i Workers’, Trimmers’ and Upholsterers’ and ae 


8. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 























There’s Easy Money 
In House Numbers 


House numbers literally sell on 
sight when displayed in handy 
Premax cartons of 50 assorted 
ae numbers each. 
nished hain ° . 
aluminum The attractive Premax line of 
handsome brass and ‘aluminum fig- 
ures satisfies every taste and 
pocketbook. 
Write today for samples and com- 
plete inférmation on this sales- 
building item. EXOELITB 
NIAGARA METAL STAMPING depton “ander 
CORPORATION a 





DELUXE 
satin silver 





HYCASTE 
stamped from 





KEYSTONE 


Box Kit Socket Wrench 


Meets the demand for a 
moderate price emergency 
wrench set. 6 sockets and 
handle. Finely finished, 
tapered steel box. Does not 
rattle. 







Keystone Manufacturing Co. 
Buffalo, N. Y. 


Sales Representatives—Surpless, 
Dunn & Co., New York, Chicago 














real brass Dept. HA2-23, Niagara Falls, N. Y. 

————~ | 
| Wire Products 4 
= 2 
: for every need _| Increase Your 
=| Cambria Fence = . 
= Steel Fence Posts = t T 
: WireSarbed, Berslows and _| Paint Turnovers 
= Twisted; Processed, Bright = 
2 ae and Galvanized ‘ = 
E eg pur power ae = The quickest and surest way to do this is to 
2 Wire Rods Sualeo = keep posted on what other dealers are doing. 
= BETHLEHEM STEEL COMPANY s ; . 
= General Offices: BETHLEHEM, PA. = One tried and proven way to imcrease your 
2 = Paint Turnovers is to dress your show windows 
BE I H I EHEM = so they will positively TALK PAINT. 

| Mc 





The reputation of 


Brown FA SHARPE 
T 2 <) OR) 


for Accuracy and Reliability 
bate lmeatdee! 
aready market wherever 
metal is used 











Another plan is to hold a Demonstration Day 
and get the people to your store. Still another 
plan that is very successful is to “follow up” 
every building prospect in your locality. 


All these methods and many others are inter- 
estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 
in Hardware Age. It will pay you to read the 
articles on Increasing Your Paint Sales in these 
issues. 


HARDWARE AGE 
239 West Thirty-ninth Street, New York 
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WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Co., Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








ff 
" l 
i 





The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 

























TIRE 
ORE LADDERS 


Insure perfect shelf service for any line of merchandise. 

tread steps, properly spaced, with convenient full 
length handholds on both sides of ladder permit mounting 
or descending with ease. Both hands free to remove or 
replace stock without ae of falling. Cushioned Tired 
Trolley and Truck Wheels eliminate noise and prevent 
vibration. Exection as simple as A, B, C. Utilize 
small space. Make top shelves safely available 

for stock purposes. One style--neat of 

po ere y finished--any 
At “fee : Thousands 


YER CUSHION 



































Big Displays 
[Y for Ten Big Lines 


MILLERS FALLS 
DISPLAYS are 
selling more tools 
for aggressive mer- 
chants all over the 
world. 


Write for particulars 


Automatic Tools 
Hack Saw Frame 
Mitre Boxes 





LEVEL DISPLAY No. 900 


Plain Screw Drivers 
Auger Bits 
Hand and Breast Drills 


Electric Drills Braces 
Hack Saw Blade 
Levels 

Millers Falls Company “™E8S,FALLS 











HAND PLUG DRILL 





Complete catalog of 
Stone-Working Tools and 
Supplies on request. 


TROW & HOLDEN CO., Barre, Vt. 











Look for ite full name 


Russell Jennings 


stamped on the round of our 


Auger Bits 


it, patented by 


rabseaeae 5% ' 
Phe original doubie twist auger | 


Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 
Chester, Conn. 





From Pig Iron to Package 


esponsibility we alone are answerable 
uets We mix, mold and anneal the iron; 
mble, paint and pack the finished product—and 
is the reason for the quarter century 
su of A-P garage door hardware, door hangers, 
verhead carriers, fire door hardware, rolling ladders 
and spring hinges Write for catalog No. 95. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 


with no one 
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Classified Opportunities 


. 








Classified Advertising Rates 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Opportunity Exchange Section ED. 6 53%.505 0000 
Each additional inch............. 4.00 


Ay 


Positions Wanted Advertisements 
. -$5.00 50% off rates quoted 


Address your advertisements and replies to 
Hardware Age, Classified Oppor- 








Set Solid, Minimum of 5 lines... .$3.00 
Each additional line........... .60 


Each additional line........... 








All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising 
40 4 insertions, 10% off; 8 insertions, 18% 


Average 10 words to a line off Fr cling: clang cin ae ein at 
Allow One Line for Keyed Address Remittance Must Accompany Order cereale publication ~ = : 
Samples of merchandise, literature, anes ~ etc., ring more than ordinary reforwarding postage should not 
i" to box numbers. 8 


tunities, 239 West 39th St., New 
York City 


Harpware Acs is published each Thureday. 

















BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








Save Money on Your Razor 


Blades and Shaving Sundries 


OS ee Peery 30c_—— pkg. 
<—.  Seeeeeee tee 26Y2c pkg. 
Eveready Blades................ 22¥2c pkg. 
Radium Blades ..25¢ pkg. 


Durham & Autostrop Blades... .32%c pkg. 
We carry all makes of Razor Blades, Rasors, Stropping 
Outfits, Shaving Creams, Clocks, Watches, and all kinds 
of Drug Sundries at lowest prices. 
Send for our complete Price List. 
Express prepaid on all orders of $35.00 or over. 


JULIUS LASKE New Haven, Conn. 








=) 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMBS THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 


113 W. 42nd Street Bryant 7374-5-6 














IT WILL PAY YOU to investigate; we offer Financial Aid and Free 
Sites to industries locating in Newton Falls. Three railroads, electric 
freight service, main highways for trucking, the best supply of water in 
Mahonin Valley, right in the heart of the greatest industrial center in the 
world. NEWTON FALLS BOARD OF TRADE, Newton Falls, Ohio. 





A 25 year established Hardware Store located in Connecticut. Stock 
consists of Tools, Builders’ Hardware, Auto Accessories and Housefurnish- 
ings, location 100%, population 11,000, rent $300.00 per month, will sell 
at a low “tama other business. Address Box H-843, care of HarDWARE AGE, 
New York. 





Capable Weaving Mills in Germany for fine Wire Cloths want to appoint 
an active agent. ease address offers stating references to A. N.,. 176 
care of RUDOLF MOSSE, Advertising Agency, Berlin SW. 19. (Germany) 





Business man, with — and record of successful management, wishes 
partnership interest in factory supplying the Hardware trade. Highest 
credentials. Address Box H-857, care of Harpwaret Ace, New York. 





HELP WANTED 


At present employed, but desire new connection as manager, assistant 
manager or buyer of Hardware Store or department in large store. Have 
had eighteen years’ hardware and housefurnishing experience, under 40, 
married. Can furnish A-1 reference. Address Box H-858, care of Harp- 
warE Ace, New York. 





WwW ‘ANTED: Position in a live selling organization in a growing city. 
Can sell sporting goods, builders’ hardware, electrical appliances, etc. 
15 years’ selling experience in New England. Good business education. 
Married, age 37. Address Box H-859, care of Harpware Ace, New York 
City. 


Position Wanted as Store Manager or Sales Manager. Have had twenty 
years’ expgrience in the Hardware wa and close contact with salesmen. 
A-1 references furnished. HENRY’ G. MATTHIAS, 6 Linious Place. 
F re , 


ree experienced man desires position as display manager or assistant 
manager of 2 i ing hardware store in southern California. References 
furnished. WELL EY Willoughby, Ohio. 














Position wanted as manager or buyer in Hardware and Paint Store, ten 
years’ experience. Best: of references. Address Box H-851, care of 
Harpware Ace, New York. 








HARDWARE SALESMAN 


Illinois manufacturer of building hardware, house furnishings and 
stove sundries is seeking high class, experienced traveling repre- 
sentative to sell long established, well known line to Middle Western 
Jobbers. Attractive salary and expenses to start. Write fully, 
stating complete experience to date. Address Box H-S855, 
care of Hardware Age, New York. 














WANTED: Busy retail hardware store, 15 miles from New York City, 
wants experienced hardware man to act as assistant manager. Must know 
builders hardware thoroughly. Salary commensurate with ability. Your 
reply, giving details of your experience and capabilities will be held confi- 
dential. Address Box H-856, care of Harpware Ace, New York. 





Let US Help You Word Your “Want.” 





SALES ACCOUNTS WANTED 








ATTENTION, MANUFACTURERS 


Are you looking for new or increased business on the Pacific Coast and in 
foreign territories? Am about to establish office with warehouse facilities in 
San Francisco and other Pacific Coast cities if necessary, to act as sole selling 
agents for products of proven merit. 

For the past twelve years have been Pacific Coast Sales Manager for one cf 
the largest national concerns and am personally acquainted with practically 
all Hardware, Electrical, Automobile Supply, and Radio Jobbers on the Pacific 
Coast and Hawaiian Islands. Also familiar with trade in the Orient. Corre- 
spondence solicited. Address Pacifie Coast, ¢/o Hardware Age, New York City. 














Resident Sales Agent, located at Havana, Cuba, desires agencies of 
hardware lines. Interested in furniture, hardware, wood screws as well 
as the eral line. Commission basis. M. F FERNANDEZ, P. O. Box 
2002, Havana, Cuba 





Specialty Lines wanted for Western New York on commission basis. 
Have thorough knowledge of Hardware and lines connected. Can furnish 





best of references. Address Box H-860, care of HaArpwAre Ace, New York. 
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Classified O 





portunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 








MANUFACTURERS’ REPRESENTATIVES 


We are interested in making a selling arrangement with a manufacturer, 
on a commission basis, who is desirous of increasing his business in 
western Pennsylvania, Ohio and West Virginia. 

We can handle one or two non-conflicting lines that can be sold to the 
trade we are now calling on. 


If you are interested, we will be pleased to arrange for a_ personal 
interview. Can satisfy you with regard to our financial responsibilities, 
and also can give you satisfactory references. Address Box H-854, care of 


HARDWARE AGE, New York. 














SALES REPRESENTATIVES WANTED 


SALESMEN-HARDWARE—We need experienced men who are now 
selling hardware retailers and industrials to carry Tyrod hammers and 
hatchets on liberal protected commission basis. We have the following 
territories open: Illinois, Iowa, Kentucky, Louisiana, Maine, Massachu- 
setts, New Hampshire, New Jersey, Rhode Island, Vermont, West Virginia 
and portions ot Indiana, Michigan and New York. Write qua Trae 
territory you now cover and lines you are now selling. AMERICAN 


HAMMER CORPORATION, 10 West 47th St., New York. 





SALESMAN WANTED—By nationally known cutlery manufacturing 
concern; a salesman with thorough knowledge of cutlery, with a proven 
record of ability to handle jobbing and big retail trade, 35 to 45 years 
old. Give complete information regarding age, nationality, record of 
past — Address Box H-834, care of Harpware Ace, New York. 








MANUFACTURERS’ REPRESENTATIVES 


Open for two additional hardware lines. In business 
this territory six years representing manufacturers. Head- 
quarters, St. Louis, Mo. Address Box H-835, care of 
HARDWARE AGE, New York. 














COMMISSION SALESMAN IN EVERY STATE for manufacturer 
of new California Grass Shear Attachment, with three foot handles, steel 
reinforced, simple, practical, laquered green and black, attaches to any 
shear in a minute, retails 75 cents. Liberal commission, answer today, 
state lines you handle and territory. M. H. Sterling, 4474 41st Street, 
San Diego, California. 





WANTED—Salesmen to sell better built porch swings to Hardware 
Department Stores and Furniture Dealers, everywhere. Commission, 


COLUMBUS SWING COMPANY, Columbus, Ohio. 





watch distributors have opening for 
high- grade representatives in New England, New York and Pennsylvania, 
cominission hasis only. Westclox, aaa and five other factory lines. 
INTERNATIONAL CLOCK & WATCH CO., 93 Federal Street, Boston, 
Mass. 


New England’s largest clock and 


TRADE to handle 
Commission basis 
West of 


SALESMAN CALLING ON JOBBING and RETAIL 
E-Z screen and combination door hinges, distinctly different. 
Southern States and States immediately 


only. Territories open, 
Mississippi. THE MASTER PRODUCTS CO., 6410 Park Ave., Cleve 
land, ¢ 





WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware Ace, New York City. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York. 








Plain or enameled 
in colors 


STRATTON 
HANDLES 


For Small Tools, Utensils, Electrical 
Enameling, both baked and sir Sc 


STRATTON MFG. CO. Stratton, Maine 


ARMSTRONG BROS. 


Stocks and Dies Sell Best 


Handle the Line of Recognized Quality. 
Write for free Catalog showing Complete Line 
of Pipe Tools, sizes, prices, etc. 
= ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., 
Chicago, U. 8. A. 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of — is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





Confidence in Ghanpion, Brand 


& - Tungsten Lamps is shown by 20,000 re- 
Legon tailers and 500 jobbers who sell them. 
Consolidated Electric 


Co. 


HD 


Lamp 
140 Maple St., DanVers, Mass 


“Licensed under the General Electric 
Company's Incandescent Lamp Patents.’ 




















Do YOU Want 


ware Age. 





a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
or Salesman with some responsible Hardware company. 

And right now some one may be looking for you. 

The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 
HARDWARE AGE, 239 W. 39th St., New York 
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Zenith : 
Drawn Metals Co....... 
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Hardware Age 


239 W. 39th Street, New York City 
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HARDWARE AGE 


Follows Hardware 


HEREVER hardware goes, Hard- 
ware Age is sure to follow. 





Hardware is sold everywhere—Hardware 
Age is read everywhere. 





Each issue contains sound merchandis- 
ing ideas—ideas that move merchandise. 
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Are You Stocking These Tivo 
Popular 68 Qt Sizes? 


Dealers everywhere are finding that the two larger 
sizes—the 6 and 8 quart Dazey Glass Churns—meet 
a demand that has existed for some time. Only in their 
greater churning capacity do these two new models 
differ from the other Dazey Glass Churns. All other 
features of mechanical construction which have made 
these churns overwhelmingly preferred have been 
retained. Still greater churning capacity is offered 
by Dazey Metal and Electric Churns. Stock all sizes. 








The Dazey SHARPIT 


Furnished with screws for 
mounting on wall and with Meet all demands. Order from your jobber. 
detachable, reversible clamp . 


for mounting in vertical The Dazey SHARPIT 


position on table. 


This household sharpener for putting a keen edge on 


wae , knives, scissors, sickles and other tools about the home 
WMetat an A ° i 
Electric is easily sold to most of your women customers. It is 

Sheva a profitable item to show in connection with your 


cutlery. Your jobber carries the Dazey SHARPIT. 


THE DAZEY CHURN & MANUFACTURING CO. 
Warne & Carter Aves., St. Louis, Mo. 
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A Brush Department 
in a One Foot Space 





You Can Put a Complete 
Assortment of 22 Na- 
tionally Advertised 
Wooster Brushes on | 
Your Counter with a 
Small Investment 





N COTE Baye ; 


im remarkable revolv- 
ing metal display rack 
which carries 22 nationally 
advertised Wooster Brushes 
for every purpose takes up 
less room on your counter 


The Wooster Whirlwind 
Display Sells Brushes to 


than a small display card! 


Your Wooster Whirlwind 
Display will enable you to 
give quicker service to the 
brush customer—places the 
whole line before him with 
no more effort than the flick 
of a finger. No dragging 
down boxes, disarranging 
your stock—any brush called 
for can be found in a minute. 





Waiting Customers 


Even if you forget to ask 
your paint customer “to buy 
a brush, too”—The Wooster 
Whirlwind Display sells him! 
A brush for every purpose, 
this best known line is before 
him while you are wrapping 
his purchase and making 
change. And very few paint 


purchasers can resist the ap- 
peal of a _ sleek bristled, 
highly polished Wooster 





The Wooster Brush Company 


Since 1851—One Family—One Idea—Better ih 
rushes ad Brush. 
WOOSTER, OHIO v4. Wooster Brushes are nation- 


glly advertised —are pur- 
chased by name every day by 
amateurs who never heard of 
any other paint brush than 
Wooster. This is your oppor- 
tunity to become a Wooster 
Dealer in your locality with 
little investment. 











Ask your wholesaler’s salesman 
about the Whirlwind W ooster Deal 
or write us. Get this display on 
YOUR counter and these extra 
brush dollars in your cash register. 


a 


Ted the Tester 


188 pounds on a 
Wooster Brush— 
An Actual Test. 


OSTER BRUSHES 


FOR PAINTING—VARNISHING—ENAMELING—LACQUERING—KALSOMINING 

















